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ABSTRACT
 
The purpose of this dissertation is to provide the better understanding of the advertising 
agency-advertiser (client) relationships by adopting the notion of Key Account 
Management (KAM). 
First, this study explored the milieu of the advertising business in the United Kingdom. 
In doing so, the author has endeavoured to unearth the main causes of unsatisfactory 
advertising agency-advertiser relationships, and suggest that there should be a tool for 
building mutually beneficial relationships between the two parties. In light of the 
aforementioned concerns, the author presumed that Key Account Management (KAM) 
might be an effective strategy for the advertising agencies as Key Account Management 
(KAM) has been validated by many authors as the effective diagnostic tool for 
relationship management. 
Literature on Key Account Management (KAM) was extensively explored in an 
endeavour to provide a peg on which to hang this study. In light of the similar nature 
between this research and McDonald and Woodburn's (1999) study 'Key Account 
Management - Building on Supplier and Buyer Perspectives', the on-line questionnaire 
survey design was mainly conducted with reference to the aforementioned study. Other 
questions in the questionnaires were based on the literature review in chapter 2. 
Quantitative data was computed in order to analyse the nature of the advertising agency­
advertiser relationships in the context of Key Account Management (KAM). The results 
were then evaluated and discussed in comparison with either McDonald and 
Woodburn's study or the literature review, and conclusions were made with the aim of 
providing the advertising agencies with insight into the characteristics of the advertising 
agency-advertiser relationships. 
The results not only showed some conformity to the findings of McDonald and 
Woodburn's study and lor other Key Account Management (KAM) theories shown in 
chapter 2, but also indicated a number of divergences. Nevertheless, Key Account 
Management (KAM) theories seemed to be valid to the advertising agency-advertiser 
relationships in that the results showed the link between the perceived success of the 
relationships and the KAM relationship development. 
And finally, limitations of this study have been clearly identified. 
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CHAPTER ONE: INTRODUCTION
 
1.1 The Advertising agencies: A gloomy future? 
'There is a myth that people in advertising are not conservative, that they are cutting 
edge ofprogress and that they are quick to change.' 
(Martin Sorell, the chief executive of WPP Group pic, the world largest advertising and 
marketing services company, Admap 1997). 
In the 21st century, there is no doubt at all that clients are clamouring for more bespoke 
marketing solutions in parallel with growing consumer sophistication, multinational 
advertisings, and media fragmentation. However, as mentioned by Sorrell above, 
advertising agencies seem to cocoon themselves from the changing clients' needs even 
if their businesses are totally determined by the prosperity of their clients. 
Furthermore, the advertising agencies look as if they are at a loss how to build mutually 
satisfactory relationships with their clients. 
From the foregoing, it is critical important for the advertising agencies to reconsider the 
old paradigm of the advertising business and to forge robust relationships with their 
clients. 
1.2 Purpose of this study 
From the outset, it was mentioned that the advertising agencies seem to be out of touch 
with changing clients' needs. In parallel with clients' growing clamour for more 
innovative, creative marketing solutions, the advertising agencies have hardly done 
anything except that they have connived in a stream of specialist spin-offs such as 
media independents, creative or planning consultancies, etc., which have, in turn, led to 
an identity crisis in the advertising agencies. 
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Furthermore, it is surprising that the structure of the advertising agencies today is very 
akin to eight decades ago, let alone the negative attitude towards the clients. Thus, it is 
hardly difficult to envisage that the advertising agencies as we have known would face 
the fact that they may have to cut their employees in the near future if they were not 
willing to change. 
Key Account Management (KAM) is "an approach adopted by selling companies 
aimed at building a portfolio of loyal key accounts by offering them a product/service 
package tailored to their individual needs." (Millman 1996:631; McDonald et al 
1997:737). The prime feature of Key Account Management is an effectual diagnostic 
tool for managing relationships between selling companies and buying companies 
according to the stage of Key Account Management. Therefore, the adoption of Key 
Account Management may enable the advertising agencies to comprehend the dynamic 
nature of advertising agency-client relationships, which could, in tum, lead to mutually 
beneficial relationships between two parties. 
In light of the aforementioned points, the nature of advertising agency-client 
relationships will be explored in the context of Key Account Management throughout 
this dissertation. 
1.3 Main content 
This study will start with exploring the background of advertising business in the United 
Kingdom in an endeavour to offer the understanding of the problems that have been 
growing in the advertising agency-client relationships during several decades (Chapter 
Two). 
In Chapter Three, literature focusing on Key Account Management is reviewed. The 
concept, origin and benefits of Key Account Management are extensively explored with 
the aim of providing a peg on which to hang the research of this study 'the analysis of 
advertising agency-advertiser (client) relationships in the context of Key Account 
Management' . 
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The research method is then developed in Chapter Four. Objectives and research 
questions are recapitulated in an endeavour to provide a clear picture of the research 
questions that should be answered. For the design of on-line questionnaire survey, 
McDonald and Woodburn's (1999) study on 'Key Account Management - Building on 
Suppliers and Buyer Perspectives' is mainly consulted due to the similar nature between 
this research and McDonald and Woodburn's study. And finally, the research method is 
also designed by following instructions of methodology literatures with a view to 
ensuring the validity and reliability of this study. 
In the following chapter, the data obtained is analysed in an endeavour to provide some 
insight into the nature of advertising agency-advertiser relationships in the context of 
Key Account Management. 
In the final chapter, the analysis of 'the nature of advertising agency-advertiser 
relationships in the context of Key Account Management' is compared with McDonald 
and Woodburn's study and/or other Key Account Management theories that are 
explored in Chapter Three. This comparison is intended to offer the advertising agencies 
some useful clues to the understanding of the characteristics of the relationships 
between the advertising agencies and the advertisers. And finally, the main limitations 
of this study are presented in order to direct further studies on this subject. 
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CHAPTER TWO: BACKGROUND OF ADVERTISING 
BUSINESS IN THE UNITED KINGDOM 
2.1 Introduction 
Today's advertising business could hardly be more different from that of ten years ago. 
Furthermore, The business culture of doing business with clients in the average 
advertising agency has changed little. As often as not, advertising agency staff at all 
levels view the client as an inconvenience (Payne, 1997). Given that the success of 
advertising campaign completely depends on a close relationship between both parties, 
there should be, needless to say, genuine partnerships between clients and advertising 
agencies. This chapter will describe how clients' needs have been changed and explore 
a number of reasons why advertising agencies have failed to adapt to clients' changing 
needs. 
2.2 The understanding of the nature of advertising business 
Prior to examining changing advertising agency-client relationships, it is worthwhile to 
look at the nature of advertising business with a view to comprehending the importance 
of closer rapports between advertising agencies and clients. 
Advertising agencies are service businesses whose prosperity is totally determined by 
the prosperity of their clients, the advertisers. In other words, a fall in derived-demand 
emerges, the secondary demand also falls. This reduces growth in the service industries 
such as advertising business. 
As is exemplified in Table 2.1 and Chart 2.1 below, in periods of economic expansion 
the proportion of either gross domestic product or total household consumption 
expenditure spent on advertising increases, the converse being the case in periods of 
recession. 
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Table 2.1 Total advertising expenditure (including direct mail) 
As a percentage of 
At current prices At constant (1995) Gross value Household 
£ billion prices £ billion added Expenditure 
1985 5.05 7.96 1.57 2.45 
1986 5.80 8.84 1.70 2.54 
1987 6.57 9.61 1.75 2.61 
1988 7.61 10.62 1.82 2.69 
1989 8.64 11.18 1.88 2.78 
1990 8.93 10.55 1.79 2.65 
1991 8.53 9.53 1.64 2.38 
1992 8.86 9.54 1.63 2.35 
1993 9.14 9.68 1.60 2.29 
1994 10.14 10.48 1.68 2.42 
1995 11.03 11.03 1.74 2.51 
1996 12.08 11.79 1.80 2.58 
1997 13.33 12.62 1.87 2.68 
1998 14.40 13.17 1.92 2.73 
1999 15.31 13.80 1.95 2.73 
Figure 2.1 Total advertising expenditure at constant (1995) prices and as a % of 
Gross Value Added (GVA) at basic prices in the UK 
Source: Advertising Statistics Yearbook 2000 pp3
 
Note: Gross Value Added (GVP) at basic prices replaces GDP at/actor cost.
 
Therefore, it should be noted that the success or failure of advertising agencies is 
completely determined by clients' prosperity. 
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2.3 The brief history of the advertising industry during the last three 
decades in the UK 
In the seventies and eighties, most advertising agencies offered 'full-services' that were 
ranged from market research and planning to media planninglbuying services to justify 
their higher profit margins and could guide the clients through the better marketing and 
strategy due to the extensively trained advertising agency account people. 
However, the inherent conservatism of advertising agencies towards adapting 
themselves for change, together with ever-increasing media costs that created excessive 
commissions for advertising agencies resulted in the development of specialist spin-offs 
from the agency such as media specialists, creative agencies and consultancies, etc. 
during the eighties. The eighties also saw the change of remuneration methods of the 
advertising agencies. As the advertising agencies became more and more difficult to 
justify their excessive commissions with those additional services, 15 per cent 
commission structure came under pressure, brought out fee-based remuneration, an 
annual, quarterly or monthly retainer or, alternatively, a project fee and pay-by-results. 
Furthermore, smaller advertising agencies started to seek to offer the integrated 
communication solution in order to add value to the relationships with their clients and 
maximise income opportunities on a piece of business. 
The recession of early nineties had a most significant impact on all businesses except 
for advertising agencies. Clients endeavoured to improve their efficiency by downsizing 
their businesses and became much more fully conversant with the whole area of 
marketing and communications. They are consequently clamouring more added value, 
and expected advertising agencies to provide more innovative solutions to their 
problems. However, instead of responding quickly and convincingly enough to the 
rapidly changing client's needs, advertising agencies were pre-occupied with their 
businesses in preference to their clients' businesses, with their share prices rather than 
their clients' share of the market (S Smith 1997; Rubins 1996). 
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2.4 A perspective on the future of advertising agency-client 
relationship 
2.4.1 The changing relationships between advertisingagency and client 
According to Richmond Events's survey on client/ advertising agency relationships, 
which is an organiser of the annual Marketing Forum (See Table 2.2 and 2.3), clients 
placed greater emphasis on the importance of 'understanding the brand' and 'long term 
partnership' as the top criteria that they believed have the profound impact on positive 
client/advertising agency relationships, and indicated 'lacks of personal chemistry' and 
'poor creative performance' as most likely factors that would bring about relationship 
breakdown with suppliers, that is advertising agencies. 
Figure 2.2 Greatest Impact in promoting a positive relationship 
Figure 2.3 Reasons for breakdown of supplier relationships 
Source: S Smith 'How will agencies adapt to clients' changing needs?', Admap January 
1997 pp 28 
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While the clients stressed the importance of long-term partnership between the 
advertising agencies and the clients, the majority of clients described the advertising 
agency-client relationships as "male/female options in that they can be viewed as 
'temporary marriages where one partner has been dominant in the selection process'" (S 
Smith, 1997:29). Thus, there were little commitment and resilience, let alone the 
enthusiasm about relationships. Furthermore, Banks (1997) claims that while building a 
meaningful relationship requires equal effort from both clients and advertising agencies, 
client's 'shyness' and secretive manner' concerning sharing the results of their 
campaigns deter the advertising agencies from developing empathy for their clients' 
businesses. 
However, given that clients need to control their various suppliers, including advertising 
agency in order to create, build and protect their brands, advertising agencies should not 
be anxious about the possibility of their remuneration being reduced but eager to learn 
how to work closely with other suppliers with the aim of enhancing clients' brand worth, 
which should, in turn, ensure more robust relationships with their clients. 
2.4.2 Identity crisis of advertising agencies 
Lace and Thomas (1999) argue that due to the onslaught of the consultancies and 
dedicated shops (a la carte agencies, media specialists), advertising agencies are 
compelled to take into account the future role of the agency. Both authors claim that 
given that the majority of advertising agencies have begun to regard themselves as 
partners in the creation of brand worth, not as suppliers of a part of the marketing 
communication campaign, award-winning creative works do not simply guarantee a 
mutually beneficial relationship between client and advertising agency any longer and 
therefore, they need to consider how to balance between creativity and service in order 
to survive an identity crisis. 
According to the ISBA!ARC report, Evaluating Advertising Agency Performance in 
1999, most advertising agencies have been criticised for failing to pay enough attention 
to creating, building a meaningful relationship with clients (See Table 2.2). 
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Table 2.2 Overall client satisfaction with advertising agencies 
Overall agency performance 1999 report Respondents (% ) 
Excellent 5 
Very good 29 
Good in most areas 36 
Average (could do better) 17 
Weak in some key areas 11 
Weak in most areas 2 
Source: Lace and Thomas" Crisis, what crisis?", Admap June 1999 pp 35 
As can be seen from Table 2.2 above, despite the fact that over two third of clients were 
pleased with their agency, there was the remaining one third that were seen to fail to 
meet clients' needs, which indicated that too many agencies were still out of touch with 
clients. 
Lace and Thomas (1999) argue that both clients and advertising agencies have to take 
into account the issues of service, culture, structure, attitude and evaluation with a view 
to ensuring mutually satisfactory relationships. 
Service matters 
Lace and Thomas indicate that some advertising agencies fail to meet their clients' 
needs inasmuch as they only indulge themselves with core product (creativity) in 
preference to service (account management) and went on claiming that their resource 
problem caused by squeezed margins since the recession in the early ninetieth have 
forced them into the aforementioned practice. However, advertising agencies' false 
response to clients' needs have resulted in the serious frustration of clients with regard 
to the advertising agencies services. For instance, the clients' satisfaction in 
housekeeping (schedules, billing, contact reports) fell from 65% to in 1996 to 48% in 
1999 (Lace and Thomas. 1999:36). This dissatisfaction was confirmed by clients' 
disenchantment with agency's poor services. (See Table 2.3) 
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Table 2.3 Satisfaction on aspects of agencies service 
% of respondents agreeing 1996 1999 
Willingness to help clients 81 86 
Personal attention to clients 71 73 
Easily reached, respond without delay 58 51 
Reliability to keep to promises 63 59 
Provide prompt service 50 48 
Source: Lace and Thomas" Crisis, what crisis ?", Admap June 1999 pp 36 
As seen from Table 2.3, despite satisfaction with agencies' willingness to help clients 
and personal attention to clients, there were serious deficiencies in reliability, 
punctuality and responsiveness. In response, Lace and Thomas argue that advertising 
agencies need to develop an effectual account management as well as excellent planning 
or creativity with a view to ensuring a meaningful relationship with client. 
Culture matters 
Although culture is the key to a successful long-term relationship, advertising agencies 
have failed to develop client-orientated cultures. (Lace and Thomas 1999; Sorrell 1997; 
Smith 1997; Banks 1997; Rubins 1996). Lace and Thomas point to the failure of both 
clients and agencies to have a shared set of value expectations as a barrier to adopting 
the marketing culture. In other words, while the majority of clients believe that very few 
advertising agencies endeavour to satisfy their clients' genuine needs, advertising 
agencies fear that a client-oriented culture is converted into a client-dominated culture 
with damage to creativity. On the other hand, Sorrell, Smith, Banks and Rubins place 
more emphasis on the advertising agencies' reluctance to change their culture in tune 
with changing clients' needs. 
Structure matters 
Turnbull (1997), Sorrell (1997) and Banks (1997) indicate that the current advertising 
agency structure is completely out of line with the clients' changing needs. 
Sorrell (1997) argues that since the present advertising agency structure that is virtually 
the same as that of eight years ago, functionally driven, pyramid structures that fail to 
10
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communicate as effectively and efficiently as they should in the jungle-like world, there 
should be a new advertising agency structure that is not based on a geographical or 
functional basis but rather on a client basis. 
By the same token, Banks (1997) argues that the complaints from clients about the take­
over of the day-to-day client contact by less-experienced account executives seldom 
associated with the inattention of agency management to clients but the silo-like 
structure of advertising agency that has the chairman and chief executive at the top and 
the lowest-paid employees at the bottom. He further maintains that it is inevitable for 
the accountability of handling the individual clients to go down and further down with 
this silo-like structure. 
Attitude matters 
Turnbull (1997) indicates that advertising agencies often degrade other forms of 
communication. Due to the consequent self-absorbed views, it can be hardly expected 
that advertising agencies enhance clients' brand worth as effectively as possible. 
Payne (1997:41-42) shows seven important practices that advertising agencies should 
bear in mind with a view to ensuring a long-term relationship with client as follows: 
1. As often as not, advertising agencies staff view the clients inconvenience though 
their prosperity is completely determined by the clients' businesses. 
2. A number of clients have decided to review their agencies because their agency has 
stopped listening. 
3. It is necessary to keep the client informed and involved if the agency wishes to be 
treated as a partner rather than a supplier. 
4. As mentioned earlier, it is important for the agency to maintain the same level of 
client care of as was established at the start of the relationships. 
5. There is a need for thorough understanding of the client's business. 
11
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6.	 Given that the responsibility for marketing and advertising is no longer solely 
assumed by a marketing director, it is essential to develop a relationship with other 
key decision makers within the client company such as finance director. 
7.	 It is important to treat the client as a partner, not an outsider by providing 
information and ideas. 
Evaluation matters 
Lace and Thomas (1999:37) stress that a successful long-term relationship entails the 
processes to identify and respond to early signals of relationship breakdown. They point 
to three key factors that should be taken into account in order to build a mutually 
beneficial relationship as follows: 
•	 Defining roles and expectations (and redefining as circumstances change); 
•	 evaluating the performance of the agency as objectively as possible by 
quantitatively benchmarking against other agencies; 
•	 the payment of bonuses (payment by results) on the performance of agency. 
2.5 Summary 
The common thread to emerge from this chapter is that while it is imperative for the 
advertising agencies to adapt to clients' changing needs, considering that their destiny is 
totally determined by the prosperity of the client, both two parties are required to be 
sympathetic towards each other in order to make the relationships work. 
As described earlier, the advertising agencies need to depart from the traditional ways of 
handling their accounts and develop mutually beneficial relationships. Therefore, there 
is a need for an effectual tool for analysing the dynamic nature relationships between 
the advertising agencies and the clients. 
In response to the aforementioned need, the concept of Key Account Management 
(KAM) will be explored in the next chapter with the aim of providing the better 
understanding of the nature of the advertising agency-client relationships. 
12
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CHAPTER THREE: LITERATURE REVIEW
 
In the previous chapter, the background of advertising business in the United Kingdom 
has been explored and it has been found that advertising agencies are becoming 
increasingly out of touch with their clients' changing needs. In light of the 
aforementioned concerns, it was stressed that there was the need for an effectual tool for 
developing long-lasting genuine relationships with their clients. 
In the first part of this chapter, given that Key Account Management is a relatively new 
area of management studies, the concepts and the development of key account 
management (hereafter, for simplicity, referred to as 'KAM') theory will be explored 
with the aim of offering the deeper understanding of KAM. While the KAM concepts 
are well established in marketing practice and marketing research (Barrett, 1986; 
Colletti and Tubridy, 1987; Araujo and Muzas, 1994 and 1996; Pardo, 1994), there has 
been lack of a conceptual/diagnostic framework for providing insight into the dynamic 
nature of buyer-seller relationships. 
In the light of aforementioned concern, the Millman and Wilson relational development 
model (1994) and new-labelled relational development model (KAM relationship 
model) proposed by McDonald, Millman and Rogers (1996) will be examined in more 
detail. 
This chapter consists of five parts: the concept of KAM; the definition and role of key 
account manager; the development of KAM; benefits of KAM; scepticism towards 
positive impact of long-term relationships on advertising use and finally the relationship 
between KAM and advertising business. 
13
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3.1 The concept of KAM 
Key Account Management (KAM) is "an approach adopted by selling companies aimed 
at building a portfolio of loyal key accounts by offering them a product/service package 
tailored to their individual needs." (Millman 1996:631; McDonald et al 1997:737). 
McDonald et al. (1997) also argue that there are three fundamental factors that 
determine the success of KAM: 
• a well-established product/service offer from selling companies; 
• the extent to which buying companies are willing to build a long-term partnership; 
• the capability of selling companies to satisfy buying companies' needs. 
However, the aforementioned definition immediately beseeches the question what 
consists of key accounts. There has been a great deal of confusion about how to 
define/select key accounts in both academics and practitioners (Colletti and Tubridy 
1987; Grikscheit et al. 1993; Morgan and Hunt 1994). A key account is defined as "a 
customer deemed to be a strategic importance by the selling company." (Millman and 
Willson 1996:8). It is notable that this definition extended the narrow scope of earlier 
definitions that had placed a greater emphasis on size, geographical spread and volume 
related factors of buying companies rather than strategic importance of buying 
companies to the selling companies. Thus, this definition has been echoed by many 
writers such as McDonald et al (1997), Senn (1998). Given the stress on the strategic 
importance of buying companies to the selling companies, the Millman and Wilson's 
'Business Strengths versus Customer Attractiveness Matrix (1997)' is particularly 
illuminating to select 'key' accounts and allocate scarce resources among selected 
customer opportunities (See Figure 3.1). 
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Figure 3.1 Defining /selecting Key Accounts 
Business Strengths 
Bih L ow12J 
High Invest for Growth Invest Selectively 
Account 
Attractiveness 
Low Maintain Manage for cash or withdraw 
Source: Millman and Wilson (1997) 'Defining Key Account 
Attractiveness in Business-to-Business Markets' pp3, 10 
Business strengths (of selling company) 
•	 Product/service range 
•	 Pre-and after-sales support 
•	 Pricing 
•	 Reputation 
•	 Cumulative experience and know-how 
•	 Quality/competence of staff 
Account Attractiveness 
•	 The Pareto 80120 rule 
•	 Size of purchasing budget 
•	 Sales growth potential 
•	 Customer prestige/status 
•	 Profitability of the account to the seller (current and potential) 
•	 A customer with wide geographical reach that could give access to markets 
otherwise inaccessible 
•	 Receptivity to developing a close long-term relationship 
•	 Access to new/complementary technology 
•	 Cultural "fit" 
•	 Similar objectives/aspirations (strategic "fit") 
•	 An opportunity for "cross-selling" 
•	 Limited customer base 
15
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McDonald et al (1997) re-categorise the aforementioned criteria of key account 
attractiveness and define the criteria of supplier attractiveness (See Table 3.1 below). 
Table 3.1 The criteria for assessing buyer/supplier attractiveness 
Selection of, and Definition of Account 
as:Key" 
• Volume relatedfactors 
• Potential for profits 
• Status relatedfactors 
Selecting Preferred or Partnership 
Suppliers 
• Ease of doingbusiness 
• Quality (product/service) 
• Quality (people factors) 
Source: McDonald et al (1997) 'Key Account Management: Theory, Practice and 
Challenges' pp 747-748 
From the aforementioned studies of Millman and Wison (1994, 1997) and McDonald et 
al (1997), it is suggested that the fundamental factor when selecting key accounts is the 
strategic importance of buying companies to selling companies, that is a possibility of 
achieving corporate objectives of selling companies. 
3.2 The definition and role of Key Account Manger 
According to McDonald and Woodburn (1999), the key account manager is a person 
who implements the process of KAM. They argue that defining the KAM process has 
critical implications for defining the role of the key account and the skills needed to 
fulfil it. Furthermore, they stress that since the KAM process is considerably affected by 
the dynamic nature of relationships, the role of key account manager should be seen as 
an ongoing issue. 
McDonald and Woodburn (1999) raise an important issue of aligning the role of key 
account manager with that of the field sales force, which emphasises that the role of key 
account manager should be fulfilled by persuasion and co-ordination rather than by 
control. 
16
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3.3 The development of KAM 
In order to comprehend the development of the notion of KAM in the relational sense, it 
is essential to explore contributions from a number of domains, considering a strong 
involvement of practitioners from various areas: Sales management; the IMP school; 
relational marketing; supply chain management. 
3.3.1 Sales management 
Despite the fact that some of the early literature on sales management incorporated the 
concept of the Buying Centre or the Decision Making Unit (Webster and Wind 1972) 
into the elucidation of the selling process over 1970s and 1980s, which shed new light 
on the influence of political behaviour and power distribution to the relationship (Wind 
1978; Johnston and Bonoma 1981), sales management did not deserve the attention of 
academics due to the nature of subject and adversarial approaches to negotiation and 
modes of "winning the sale" that were prevailed in the literature on sales management 
(Shapiro and Posner 1976; Melkman, 1979; Miller et al 1988). Furthermore, while 
many writers on sales management mentioned the concept of KAM in their books, the 
majority of these books referred to KAM activities under titles such as national account 
management, consultative selling and strategic customer alliances (Hutt and Speh 1985; 
Gross et al 1993; Dalrymple and Cron 1995). For instance, Millman and Wilson (1996) 
indicated that the lead body of the KAM national vocational qualification in the UK was 
the Sales Qualification Board and the NVQ level of key account manager was fixed at 
level 4 alongside field sales management. And finally, since much of the study on sales 
management was more related to generic prescriptions for 'how to sell to major 
customers', rather than the provision of a conceptual/diagnostic framework that 
provides insight into the nature of buyer-seller relationships, adversarial approaches to 
negotiation inevitably prevailed in the literature on sales management (Shapiro and 
Posner 1976; Melkman, 1979; Miller et al1988). 
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3.3.2 The IMP School 
In the early 1980s, The International Marketing and Purchasing (IMP) Group's 
"Interaction Approach" made a major contribution towards KAM in terms of the 
understanding of the nature of the interaction process between the buying-selling 
companies, environment and atmosphere buyer/seller relationships (Hakansson 1982, 
and 1987; Ford 1990). What is critical is that the IMP interaction approach that was 
reinforced and enriched by so-called IMP school (Araujo and Muzas 1994; Millman and 
Wilson 1995 and 1996; Pardo et al 1993; Pardo 1994) provided a framework within 
which the complex relational aspects of KAM may be comprehended. 
3.3.3 Relational marketing 
Relational marketing redefines the key notion of marketing as building and sustaining 
customer and infrastructure relationships (Jackson 1985; Christopher et al 1991; 
McKenna 1991). It places greater emphasis on nurturing long-term relationships rather 
than narrowly focusing on simplistic approaches based upon the marketing mix. 
Morgan and Hunt (1994:20-38) went further to incorporate industrial and business-to­
business relationships and redefined relational marketing as "Relational marketing 
refers to all marketing activities directed towards establishing, developing and 
maintaining successful relational exchanges." 
However, MacDonald and Woodburn (1999) pointed out that while relational marketing 
attempts to address both customer and industriallbusiness-to-business relationships, 
KAM only concentrates on relationships between buying companies and selling 
companies. In other words, relational marketing was mainly concerned with providing 
the ways that lead to a higher level of customer retention rather than a few selected 
customers in the industrial and business-to-business markets. 
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3.3.4 Supply chain management 
MacDonald and Woodburn (1999) argued that given that the majority of literature was 
derived from either the buying side or the selling side, supply chain management 
provides impartial viewpoint on the understanding of the nature of relationships. 
In parallel with the increasing buying companies' concerns for the potential gains from 
vertical integration of supply chain and the benefits of outsourcing concurrently, lean 
supply/manufacturing, total quality management and electronic data exchange have not 
only enabled buying companies to reduce their vendor base in an endeavour to improve 
their cost effectiveness and productivity, but also compelled them to forge a cooperative 
relationships with the reduced number of supplying companies (Lamming 1993; 
Macbeth and Ferguson 1994). 
3.3.5 The need for a diagnostic framework for relationship management 
From the foregoing, first, it is clear that the common thread that runs through four 
different disciplines is growing recognition of the critical importance of building and 
managing collaborative long-term relationships between buying companies and selling 
companies. However, what remains lacking is that there is a need to build a 
conceptual/diagnostic framework within which the nature of the buying company­
selling company relationships can be assessed and hence, relational strategic initiatives 
can be forged. 
3.4 KAM relationship development 
3.4.1 The Millman and Wilson Relational Development model 
The Millman and Wilson model (1994) identified six stages of KAM through which 
selling companies move key accounts from prospects towards higher relationship levels, 
although all of key accounts targeted do not wish to go through the stages (See Figure 
3.3 overleaf). 
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Figure 3.2 The Millman-Wilson Model 
Complex 
Levels of 
Involvement with 
customers 
Synergistic-KAM 
Partnership-KAM 
* Uncoupling-KAM 
Simple 
Transactional Collaborative 
Pre-KAM Nature of customer relationship 
Source: McDonald et al (1997) 'Key Account Management: Theory, Practice 
and Challenges pp741 
(!) Pre-KAM 
A selling company has examined a list of buying companies whether they have potential 
for being key accounts and selected a specific buying company as a key account and 
allocated resources for winning a contract although no trade has occurred yet at this 
stage. McDonald et al (1997:743) describe this stage as "scanning and attraction" stage. 
@Early-KAM 
At this stage a selling company has started to do business with a buying company, yet a 
selling company has not established itself as the main supplier. Thus, the key account 
manager of a selling company will endeavour to have a sufficient knowledge about his 
or her account and the account's markets and provide his or her account with 
customised product/service offerings with a view to achieving preferred supplier status, 
which can be seen as the selling company's attempt to differentiate itself from other 
suppliers. 
@Mid-KAM 
The selling company has gained credibility from the buying company by accomplishing 
the satisfying conformance to specification, quality, consistency and continuity of 
supply for use. Thus, the selling company has been given a status of preferred supplier 
from the buying company. The volume of transaction between the selling company and 
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the buying company is increasing and multiple contact points have been established in 
order to manage the increasing amount of business. Furthermore, it requires all of staff 
in the selling company to know the name of the key account and to be aware of the 
importance of the key account to the company and the products/services that must be 
provided. What is crucial at this stage is that while the excellence of product/service 
offerings is an essential prerequisite for doing business, buying company will start to 
place a greater emphasis on social integration rather than product/service offerings at 
this stage (McDonald et alI997). 
@ The Partnership-KAM 
At the Partnership-KAM stage, both the buying company and the selling company start 
to share delicate information and expertise and endeavour to build common culture in 
which joint problem resolution can be maximised. Since the selling company is 
recognised as the extended resource of the buying company, the selling company is 
expected to act on spirit of partnership and ensure the consistency of supply and 
continuous improvement. 
@ The Synergistic-KAM 
According to McDonald et al (1997:744), synergistic-KAM is the eventual stage in the 
relational development model where both the selling company and the buying company 
endeavour to create value in the marketplace, "Quasi-integration". Reduced transaction 
costs and time are expected. Information integration system will be pursued inasmuch 
as there is a strong need for a smooth flow of communication at every level and 
function between two companies. Not only will Joint market research, joint strategy 
development and joint business plan come to pass, but also joint board meetings and 
reviews will be in place with a view to enhancing joint value creation. Furthermore, 
Billing is customised to the buying company at this ultimate stage. 
@ Uncoupling-KAM 
Uncouple-KAM refers to relationship breakdown and stresses the need for contingency 
plan. While relationship breakdown can come to pass at any stages for any reasons, the 
main reason is likely to be an infringement of trust. However, given the impact of trust 
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on relationships, it is surprising to find this area ill-defined and under-researched. It is 
probably because the process of building trust is influenced by emotional connotations 
and important events that have been rooted in antecedents (Huemer 1994; Morgan and 
Hunt 1994). Millman and Wilson (1996:12) describe trust as "the seller earning the trust 
of the buyer, along the road to the kind of mutual accommodation and commitment 
normally associated with the mature stages of the relationship development model". 
Thus, selling companies need to show the great deal of veracity that should ensure 
robust relationships with buying companies. 
3.4.2 The developed KAM relationship model 
McDonald et al (1996) replaced the labels of the six stages in the Millman and Wilson 
model with a new set with a view to clarifying the nature of buyer/seller relationship as 
follows: 
CD Exploratory KAM 
Figure 3.3 Exploratory KAM relationship 
Selling company Buying company 
Directors Directors 
ManagersKey account I I Purchasing 
Managers manager manager 
Supervisors 
Supervisors 
Clerks 
Clerks 
Operators 
Operators 
Source: McDonald and Woodburn (1999) 'Key Account Management - Building on 
Supplier and Buyer Perspectives' pp 7 
At this stage, the selling company endeavours to woo the buying company that has the 
potential for being of a key account and delves into information on the buying 
company's needs, the nature of decision making units within the buying company and 
prospects of long-term relationship and so forth. In the meantime the buying company 
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tries to probe the credibility of the selling company and the excellence of 
product/service offerings of the selling company while exploring other suppliers. 
@BasicKAM 
Figure 3.4 Basic KAM relationship 
Selling company Buying company 
Board Admin Ops Ops Admin Board 
Source: McDonald and Woodburn (1999) 'Key Account Management - Building on 
Supplier and Buyer Perspectives' pp 8 
When the account has been won, Basic-KAM stage is reached. The buying company 
expects, implicitly or explicitly, the selling company to be able to continually provide 
value for money. McDonald and Woodburn (1999) argue that both the buying company 
and the selling company are mainly transaction-focused at this stage, which is consistent 
with the Millman and Wilson model (1994): the selling company is strongly required to 
focus on its tangible and/or intangible offerings. What is critical at this stage is that the 
overall lifetime value of the relationship can be diminished due to the following 
reasons: 
• There may be likelihood of a number of negative environmental changes in terms 
of politics, economy, social change and technology, which restricts the potential 
benefits of a long-term relationship. 
• There may be little appreciation of overall cost reduction and/or joint value 
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creation from the buying company. 
• Some buying companies may often change its vendors ruthlessly. 
As seen from Figure 3.4, most contact is likely to be maintained through the key 
account manager and the purchasing manager. 
@ Cooperative KAM 
Figure 3.5 Cooperative KAM relationship 
Selling company Buying company 
Managers 
Supervisors 
Clerks 
Operators 
Supervisors 
Clerks 
Source: McDonald and Woodburn (1999) 'Key Account Management - Building on 
Supplier and Buyer Perspectives' pp 9 
This stage describes that the selling company may have been able to establish credibility 
with the buying company and is willing to collaborate more closely in order to address 
the issues of reducing overall cost within the buying company's value creation and of 
dealing with some of the operational problems. As illustrated in Figure 3.5, contacts 
between the two parties increases at all levels. Furthermore, since this stage involves 
more complicated interactions between the two parties beyond simple transactions at the 
previous stage, the prospects for moving from the cooperative-KAM stage on to the 
next interdependent- KAM stage are likely to become clear at this stage. 
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@ Interdependent KAM 
Figure 3.6 Interdependent KAM relationship 
Selling company Buying company 
Source: McDonald and Woodburn (1999) 'Key Account Management - Building on 
Supplier and Buyer Perspectives' pp 9 
At this stage, both the two companies regard each other as strategic external resources 
and are reluctant to put an end to the relationship due to inertia and strategic/time­
consuming reasons. They endeavour to address the issues of joint value creation beyond 
cost reduction through the joint exploitation of markets and technologies. As described 
in Figure 3.6, all levels and functions of the two companies work in partnership, which 
is coordinated and guided by the key account manager and purchasing manager. 
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@ Integrated KAM 
Figure 3.7 Integrated KAM relationship 
Selling company Buying company 
Source: McDonald and Woodburn (1999) 'Key Account Management - Building on 
Supplier and Buyer Perspectives' pp 10 
At the integrated-KAM stage, both the two companies continue to focus on joint value 
creation through inter-organisational project teams. Decisions about their relationship 
are likely to be made by those inter-organisational project teams (See Figure 3.7). Exit 
will be unlikely as the consequent of pursuing quasi-organisation. 
@ Disintegrating KAM 
Relationship breakdowns can come to pass at any time and for a number of reasons, 
such as supplier switching, disagreement on price terms, dissatisfaction at performance 
and departure or relocation of key people and so on. Disintegration KAM describes not 
only a complete disengagement from the relationship but also a downward slide back to 
a lower level of relationship at which both the two parties may persist in conducting 
business together. However, there will be different terms on which trade between the 
two companies are made. 
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3.5 The Benefits of KAM 
According to McDonald and Woodburn (1999), benefits of KAM can be classified into 
three categories: 
1. Risk reduction 
2. Financial drivers for selling companies 
3. Cost savings for buying companies 
3.5.1 Risk reduction 
Ellram (1991) argued that cost reduction and risk reduction through developing 
relationships with selling companies are the one of the driving forces that encourage 
buying companies to be engaged in much closer relationships (See Table 3.2 below). 
Table 3.2 The benefits to buying companies of risk/cost reduction 
Risk reduction Cost reduction 
Sharing of assets (lower breakeven costs) Reduced production costs 
Sharing information, informally and formally Reduced transaction costs 
Increased flexibility versus vertical integration - better information/reduced uncertainty 
Volume commitments - routinised transactions 
Future orientation with joint planning 
Trust 
Interdependence 
Sharing of risks and rewards of relationship 
Source: McDonald and Woodburn (1999) 'Key Account Management - Building on 
Supplier and Buyer Perspectives' pp 20 
McDonald and Woodburn (1999) argued that both selling companies and buying 
companies could benefit from moderating two types of risk: 
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•	 'Internal' risk - short-term calamities such as an abrupt change in levels of demand 
and long-term uncertainties that limit the scope of utilising resources . 
•	 'External' risk - predicaments and uncertainties derived from the organisation's 
external environment such as changes in PEST factors. 
3.5.2 Financial drivers for selling companies 
While creating and developing relationships from the transactional stage to more 
complicated stages can cause significant costs, it is often believed that new customers 
can be won at a much higher cost (five times) than retaining old ones (Smith 1997). 
However, key accounts have both positive and negative scope for making a profit. For 
instance, Wilson (1997) raised concern about the dark side of the Pareto 80/20 rule, 
showing that undue dependence upon the largest two or three customers has often 
resulted in losing money due to the increase of costs attributed to them. Thus, a prudent 
management is strongly required of selling companies. 
Furthermore, McDonald and Woodburn (1999:21) emphasise that even if some buying 
companies are recognised as key accounts, analysis of each key account should focus on 
"the incremental benefit of investing in development beyond its current status" as they 
may wish to remain transaction-focused and repayment of investment in the 
relationships in terms of time, adaptation are not consequently viable. 
3.5.3 Cost savings for buying companies 
According to McDonald and Woodburn (1999), significant operational cost savings to 
buying companies can be achieved through better management of supply chain, 
enhancement of internal processes, strict quality control. Over and above these 
operational cost savings, joint development and exploitation of markets and products 
can provide not only considerable cost savings but also completive edge for the both 
parties in terms of obtaining supplier know-how (buying companies) and real 
opportunities for larger sample testing (selling companies). 
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McDonald and Woodburn (1999:21-22) also indicated that buying companies should be 
aware of the two types of possible drawbacks to developing close relationships with 
selling companies: 
•	 Cost increase from duplication of effort and/or from the substitution of cash for 
activity, by giving the supplier the opportunity to add some of the value that the 
buying company could have fulfilled 
• Control/dependence concerns. 
Equally, selling companies are also required to have knowledge of the issue of 
profit/margin decrease (See 3.5.2) and control/dependence once their main sources of 
profits are the largest two or three customers (buying companies). 
3.6 Scepticism towards the positive impact of long-term relationships 
on advertising use 
In their study of marketing services relationships, Kent and Ambler (1999) cast some 
aspersions on the positive impact of long-term relationships on advertising use. They 
replicated and extended the original study of Moorman, Zaltman, and Deshpande (1992) 
about marketing service relationships in the United States by examining relationships 
between advertising agencies and their clients in the United Kingdom. Their finding is 
that long-term relationships that are based upon mutual trust have a negative impact on 
service use. In other words, building trust or commitment will not always have a simple 
and positive effect on clients' use of advertising (Kent and Ambler 1999:132). 
Their reasoning is based upon the following findings of other researchers' works: 
•	 Parties in long relationships acquire a high level of experience with each other, 
which may cause clients to believe that their service providers " have lost their 
ability to be objective" (Moorman, Zaltman and Deshpande 1992:323). 
•	 Clients in long-term marketing services relationships may come to perceive that 
their service providers "have become stale or too similar to them in their thinking 
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and therefore have less value to add (Doyle, Corstjens and Michell 1980:20; 
Moorman, Zaltman and Deshpande 1992:323). 
•	 Clients in long-term marketing service relationships begin to have higher 
expectations for service providers, thus increasing the likelihood of dissatisfaction 
(Moorman, Zaltman and Deshpande 1992:323). 
While Kent and Ambler claim that nurturing trust is found to not always have positive 
impact on advertising use, Kent and Ambler (1999) conceded from their research that 
the length of relationships changed the nature of agency/client relationships, which is 
consistent with the arguments of Dwyer, Schurr and Oh (1987) and Deighton and 
Grayson (1995): relationships between clients and their marketing service firms 
grow in qualitatively different stages. Thus, it is essential to determine the stages of 
relational development to comprehend the characteristic of each stage, so that 
relationship management strategies for each stage can be forged. 
3.7 KAM and Advertising business 
In the previous chapter, it has been suggested that advertising agencies should adapt to 
clients' changing needs in order to ensure long-term mutually satisfying relationships. 
According to Marquis (1994), insufficient understanding in agencies of the clients' 
business, high costs, frequent personnel changes, failure to meet deadlines and budgets 
and self-centred attitudes of agency staff can endanger relationships with clients. Of 
course, there are always two sides of the same coin. Advertising agencies complaint 
about clients' uncaring and self-important behaviour including keeping agencies waiting 
for meeting, not returning telephone calls, overbearing behaviour with juniors and never 
showing gratitude. Thus, with any good relationship, both sides are required to not only 
have sufficient knowledge about each party's business but also be sympathetic towards 
each other in order to make the relationship work. 
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In light of the aforementioned concerns, KAM may lend itself to an effective diagnostic 
tool for providing the better understanding of the nature of the advertising agency­
advertiser relationships. 
3.8 Summary 
In this chapter, the concept and development of KAM theory have been explored with a 
view to comprehending the rationale of KAM. In light of raison d'etre of KAM, it has 
been suggested that KAM is less concerned with generic prescriptions to major account 
selling but more concerned with understanding the dynamic nature of buyer/seller 
relationships over time. 
As is mentioned in Chapter Two, it was found that advertising agencies have been going 
through an identity crisis due to the failure to meet clients' changing needs and there is 
the urgent need to create and nurture genuine relationships with clients over time. 
Given the empirical evidence that relationships between clients and their marketing 
service firms in the United Kingdom grow in qualitatively different stages in section 3.4, 
KAM may provide advertising agencies with valuable insight into the relationships with 
their clients. 
Therefore, in this study, the following fundamental questions will be examined in order 
to provide the better understanding of the nature of relationships between the 
advertising agencies and the advertisers in the next chapter: 
•	 To explore the characteristics of the advertising agency-advertiser relationship in the 
context of KAM; 
•	 To scrutinise the link between the length of relationships and the KAM relationship 
development between the advertising agencies and the advertisers; 
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•	 To examine the link between the perceived success of relationships and the KAM 
relationship development between the advertising agencies and the advertisers; 
•	 To explore the scope for closer advertising agency-advertiser relationships; 
•	 To examine whether both advertising agencies and advertisers gain the benefit of 
KAM. 
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CHAPTER FOUR: METHODOLOGY, OBJECTIVES and 
LIMITATIONS 
4.1 Objectives 
This study intends to examine the nature of advertising agency-advertiser relationships 
in the context of KAM with the aim of providing insight into the characteristics of the 
relational developments between the advertising agencies and the advertisers in the 
United Kingdom. By exploring the background of advertising agencies that shows the 
unsatisfactory relationships between the advertising agencies and the advertisers 
(Chapter Two) and reviewing the literature on KAM (Chapter Three), objectives have 
become clearer. Previous chapters are summarised briefly with a view to manifesting 
the objectives of this dissertation. 
In Chapter Two, several points have become evident as listed below: 
•	 Advertising agencies are service businesses whose prosperity is totally determined 
by the prosperity of their advertisers. 
•	 Advertisers are becoming increasingly sophisticated and demand more added value 
and different communication solutions. 
•	 Advertising agencies have failed to seize the opportunities derived from external 
environmental changes due to the lack of readiness to transform themselves in tune 
with clients' changing needs. 
•	 Both advertisers and advertising agencies view each other as necessary evils, not 
partners. 
•	 Advertising agencies are going through an identity crisis due to the failure to 
address five fundamental issues: service, culture, structure, attitude and evaluation. 
In light of the aforementioned points, it can be concluded that the advertising agencies 
need to have an effective tool for helping understand the nature of the relationships 
between the advertising agencies and the advertisers. 
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In chapter Three, KAM was suggested as a required relationship management skill, 
inasmuch as, as indicated in Chapter Three, the relationships between the advertisers 
and their advertising agencies in the United Kingdom grow in qualitatively different 
stages, and it is the notion of KAM that provides insight into dynamic nature of 
relationships between selling companies and buying companies. 
By exploring previous scholarly research on the concept of KAM in Chapter Three, it 
was found that there are six different relationship stages in KAM relationships. 
•	 Pre KAM or Exploratory KAM 
•	 Early KAM or Basic KAM 
•	 Mid KAM or Cooperative KAM 
•	 Partnership KAM or Interdependent KAM 
•	 Synergistic KAM or Integrated KAM 
The fundamental aim of this study is to examine the nature of the advertising agency­
advertiser relationships in the context of KAM. In doing so, the following objectives 
will be addressed: 
•	 To examine the characteristics of the advertising agency-advertiser relationships in 
the context of KAM. 
•	 To examine whether KAM relationships between the advertising agencies and the 
advertisers are dependent on time. 
•	 To scrutinise the link between the success of the relationships and the relationship 
development through the stages of KAM. 
•	 To explore the scope for closer relationships between the advertising agencies and 
the advertisers. 
•	 To examine the relevance of the benefits of KAM to the advertising agency­
advertiser relationships. 
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4.2 The consideration of primary research questions 
4.2.1 The characteristics of the advertising agency-advertiser relationships 
in the context of KAM. 
What are the characteristics of the advertising agency-advertiser 
relationships in the context of KAM? 
In order to examine the above question, a number of practical factors that reflect the 
characteristics of stages of KAM relationships are required. In light of this, two critical 
features of KAM are employed for this question. 
First, the number of contact points between the advertising agencies and the advertisers 
is examined. As explored in Chapter three, it was indicated that both selling companies 
and buying companies increase the levels of contacts according to the relationship 
development. 
Second, the six behavioural indicators that prove to determine the stages of 
development reached in any KAM relationships are adopted/adapted from McDonald 
and Woodburn's (1999) study 'KAM - Building on Supplier and Buyer Perspectives' in 
that this adoption enables the researcher to compare their findings with the results of 
this study, which will, in tum, reinforce or question the applicability of KAM to the 
advertising agency-advertiser relationships. 
The six parameters adopted/adapted from McDonald and Woodburn's (1999:39) study 
are shown below. 
1. Barriers to exit (mutual dependency) 
2. Competitor monitoring (trust) 
3. Partnership (approach) 
4. Cross-functional teams (internal orientation) 
5. Long-term perspectives on the relationships (commitment) 
6. Social association (personal relationships) 
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4.2.2 The link between the KAM relationships development and time 
Do the KAM relationships between the advertising agencies and the 
advertisers develop over time? 
In order to explore whether KAM relationships are dependent on time, the link between 
the duration of the KAM relationships and the stages that each KAM relationship has 
reached needs to be scrutinised. 
Since McDonald and Woodburn's study also examined this area, this question is 
compared, in order to examine whether the advertising agency-advertiser relationships 
are akin to other industries' relationships. 
4.2.3 The success of KAM relationships 
Is there a link between the success of the relationships and the KAM 
relationship development between the advertising agencies and the 
advertisers? 
In order to examine the above primary question, the fair criteria for assessing the 
success of the relationships are required. While there is no doubt that pecuniary gain 
should be a principal reason for doing business, given that the success of the 
relationships cannot be judged by the short-term financial performance in itself, other 
criteria are needed to be taken into account. Thus, this study adopts the six criteria for 
judging KAM relationships from McDonald and Woodburn's (1999:44) study, which 
also prove to be valid in the McDonald and Woodburn's research. The six criteria for 
assessing the KAM relationships are shown below. 
1. Financial success of the relationships 
2. Operational efficiency in both advertising agencies and advertisers. 
3. The feasibility of Strategic alignment 
4. Ease ofdoing business 
5. Sustainability of the relationships 
6.Ultimate	 decision by managing director or equivalent on the success of the 
relationships 
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4.2.4 The scope for closer relationships between the advertising agencies and 
the advertisers 
How many companies do the advertising agencies/the advertisers consider as 
key to their businesses? 
In order to examine the above question, it is assumed that if the number of key 
advertising agencies/advertisers tum out to be small, there could be a high possibility of 
developing closer relationships as both advertising agencies and the advertisers should 
depend on each other. 
This question is also compared with the results of McDonald and Woodburn's study in 
order to examine similarities and/or dissimilarities between the advertising industry's 
and other industries' relationships. 
4.2.5 The Benefits of KAM 
1. Do the advertising agencies and the advertisers gain the benefit of resource 
availability through developing closer KAM relationships? 
2. Is the Pareto 80120 rule pertinent to the advertising agencies' relationships 
with their advertisers? 
3. Are the advertisers satisfied with the cost savings through developing closer 
relationships with the advertising agencies? 
In assessing the applicability of 'benefits of KAM' to the advertising agency/advertiser 
relationships, the three above primary research questions are developed with reference 
to the literature review in Chapter three (See 3.5). 
4.3 Choosing the research strategy 
In this study, a quantitative survey method is chosen in preference to other research 
strategies such as experiment, case study, ground theory, ethnography and action 
research for the following reasons: 
37
 
Master of Business Administration	 Sangwook Han 
•	 This study mainly aims at exploring the characteristics of the advertising agency­
advertiser relationships in the context of KAM rather than examining cause and 
effect of the relationships, which requires qualitative research. 
• One of the primary objectives of this study is to compare the results with those of 
McDonald and Woodburn's (1999) research as this study adopts the questions from 
their study. Given that McDonald and Woodburn conducted a questionnaire survey 
method, it is appropriate to undertake a similar type of survey. 
•	 Since much of the research on KAM to date has been qualitative (Pardo, Salle and 
Spenser 1993; McDonald et al 1997: Wilson 1997), there has been a lack of studies 
that prove and confirm the findings from these qualitative researches. 
•	 Since this study requires the researcher to explore the relationships between the 
advertisers and the advertising agencies in the United Kingdom, a wide geographical 
coverage and a large sample is necessary for this study. In light of this, a survey 
method is adopted. 
4.4 The methods of data collection 
4.4.1 Sampling 
Given that this study intends to explore the relationships between the advertising 
agencies and the advertisers in the context of KAM, this survey is required to consider 
and consult both sides. 
There are several important issues that need to be taken into account before deciding the 
appropriate sampling: 
•	 Given the importance of collecting the different views on the advertisers/the 
advertising agencies relationships from both sides, the advertisers that employed in­
house advertising production are excluded. 
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•	 Given that it is critical for the right person to complete the questionnaire, this study 
aims at contacting the personnel who is responsible for dealing with the 
advertisers/the advertising agencies relationships in both companies: the heads of 
account management department in the advertising agencies; the marketing or the 
marketing communications directors in the advertisers' companies. 
•	 Given that some advertising agency-advertiser relationships can be considerably 
influenced by the unbalanced power distribution between two parties, the advertisers 
that have less than 5 million expenditure in advertising and the advertising agencies 
that have less than 5 million of total billings are excluded. 
•	 As mentioned in Chapter 2, this study aims at exploring the relationships between 
the 'full service' advertising agencies and advertisers in the United Kingdom rather 
than those of between other specialised advertising agencies and their advertisers. 
Thus, the specialized advertising agencies are excluded. 
•	 Given the aforementioned objectives of this study, the advertisers and the 
advertising agencies that are going through the agency review at the time of 
undertaking this survey (this is more or less equivalent to Disintegrating or 
Uncoupling KAM) are excluded. 
In this study, the sample of suitable advertisers and advertising agencies are obtained 
from referring to 'Advertisers Annual 1998/1999- the blue book' that provides a 
complete list of advertisers and advertising agencies in the United Kingdom. 
While it is important to ensure the accuracy of the findings, given that the researcher is 
a graduate student working on a master's dissertation, conducting a survey on the whole 
population (1627 advertisers and 1005 advertising agencies respectively) is obviously 
out of question due to the limited resources. 
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By the same token, Gill and Johnson (1997:82) argues that "any decisions regarding 
sample sizes and the sampling parameters for various subsections of the population 
must also take into account the time and finance at the researcher's disposal." 
In light of these, the researcher opts for probability sampling in that this study is 
required to generalise about the findings beyond the sample (Saunders et al 2000). In 
this study, systematic sampling is employed, considering the advantages of its use: 
relative cost efficiency, the suitability for geographically-dispersed researches 
(Zikmund 1997; Saunders et aI2000). 
4.4.1.1 The procedure of employing systematic sampling for this study 
• Deciding on the actual sample size 
In order to obtain the minimum sample size (30 advertisers and 30 advertising agencies 
respectively) and the likely response rate (12 per cent), this study refers to "The 
Economist (1997) advice of a minimum number of 30 in each categories within the 
overall sample for statistical analyses." (Sanders et al 2000:155) and the similar survey 
on KAM relationships that was undertaken by McDonald and Woodburn in 1999 (See 
4.4.3.2) respectively. In light of this, the calculation of the actual sample size is as 
follows (Sanders et aI2000:157-158): 
The actual samples size: 30 (the minimum sample size) XIOO /12% (the likely response 
rate) = 250 
Thus, this study consults 250 advertisers and 250 advertising agencies respectively. 
• Selecting the sample by employing systematic sampling 
Prior to selecting the sample, it is required to calculate the sampling fraction from which 
the items are selected (Saunders et al 2000:162). The calculation of the sampling 
fraction is as follows: 
The sampling fraction of the advertisers [250 (the actual sample size) / 1627 (the total 
population)] = approximately 1/6 
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The sampling fraction of the advertising agencies [250 (the actual sample size) / 1005 
(the total population)] =approximately 1/4 
Thus, the researcher selects the sample (250 advertisers and 250 advertising agencies 
respectively) at the regular intervals (the aforementioned calculated sampling fraction) 
from the sampling frame. 
4.4.2 Secondary data 
A range of books, articles and journals are referred with a view to obtaining cross­
section views on the topic. The Internet is another means to collect the information. A 
number of articles about advertising agency-advertiser relationships are obtained from 
electronic databanks such as ABI Inform and European Business and so forth. 
This study also refers to the McDonald and Woodburn's (1999) study 'KAM - Building 
on Supplier and Buyer Perspectives' that provides some fundamental understandings of 
KAM relationships between buying companies and selling companies. According to 
Stewart and Kamins (1993:37), one of the significant advantages of the secondary data 
is that "new data may be compared to existing data for purpose of examining 
differences or trends". For this respect, comments will be made on the similarities 
and/or the dissimilarities between two studies in an endeavour to offer some insight into 
the industrial specific factors that may influence the relationships between the 
advertising agencies and the advertisers. 
4.4.3 Questionnaire construction 
This study employs questionnaire as the data collection method in preference to other 
techniques: interviews (personal/telephone) and observation for the following reasons: 
•	 A questionnaire is more suited to assembling a mass of information at minimum 
expense in terms of finance, time and other resources (Zikmund 1997; Saunders et al 
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2000). Thus, this method lends itself to this study that not only requires a wide 
geographical coverage but also imposes stringent budget and time constraints. 
•	 As mentioned earlier, questionnaire survey was employed by McDonald and 
Woodburn's study. Given that one of the aims of this study is to compare the results 
with those of McDonald and Woodburn's study, this method needs to be adopted. 
4.4.3.1 Selecting the appropriate type of questionnaire 
There are five different types of questionnaire as follows: 
Figure 4.1 Types of questionnaire 
Questionnaire 
Self-administrated 
I 
Interviewer administrated 
___1_­
On-line 
questionnaire 
Postal Delivery and collection 
questionnaire questionnaire 
Telephone 
questionnaire 
Structured 
interview 
Source: Saunders et al. (2000: 280) "Research Methods/or Business Students" 
In this study, on-line questionnaire was employed for the following reasons: 
• While it is suggested that likely response rate of postal questionnaire is 30 per cent 
(Sanders et al 2000), it is doubtable about ensuring this level of response rate, 
considering the response rate (12 per cent) of the similar survey on KAM study 
undertaken by McDonald and Woodburn in 1999. Furthermore, it is highly unlikely 
to obtain the information promptly, given that this time of season is very busy with 
budgets and departures of personnel. 
•	 Despite the fact that delivery and collection questionnaire has advantages of 
relatively high response rate and a wide geographical coverage, the administration 
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of this method requires a great deal of supports from field workers who deliver and 
collect questionnaires on behalf of the researcher. Given the stringent budget and 
time constraints, this method had to be discarded, too. 
•	 Given that the researcher is a non-English native speaker, employing telephone 
questionnaire may lead the respondents to misunderstand the questions or lead the 
researcher to misconstrue the responses. 
•	 Structured interview requires the researcher himself or herself to gather the 
information through face-to-face contact with each respondent. Thus, this method 
does not lend itself to this study, considering the need for a wide geographical 
coverage and the constraints of time and finance resource. 
While not much academic study has been conducted on on-line survey, Zikmund 
(1997:253) argues that on-line questionnaire has the following advantages: 
•	 The cheaper distribution and processing fees 
•	 Faster tum around time 
•	 Less paper chasing 
•	 Many respondents can be more candid on E-mail 
•	 More people tend to take part in on-line research than identical investigations using 
written materials 
•	 People tend to take part in on-line research actively because they are prepared to 
interact when they are opening their E-mail. 
4.4.3.2 Deciding what data needs to be collected 
As mentioned earlier, the majority of questions are adopted/adapted from McDonald 
and Woodburn's (1999) study in an endeavour to address the primary questions in 
section 4.2. In some other questions that are not adopted from the aforementioned study, 
the questions are developed with reference to the literature review in Chapter Three. 
4.4.3.3 Designing the questionnaire (see Appendix 4) 
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According to Saunders et al (2000:290), there are three approaches to the design of 
individual questions as follows: 
• Adopt questions used in other questionnaires; 
• Adapt questions used in other questionnaires; 
• Develop own questions. 
In this study, questions are mainly designed by adopting and/or adapting the questions 
of McDonald and Woodburn (1999) study 'KAM - Building on Supplier and Buyer 
Perspectives' and developing own questions. Apart from the fact that this study intends 
to compare the results with those of McDonald and Woodburn's study, 
adopting/adapting questions for designing individual questions ensure the high level of 
accuracy in the questions inasmuch as the past questions of the previous authors were 
put to the test in studies with the same or similar objectives. Furthermore, these 
approaches allow this study to be compared with other KAM studies. 
In the on-line questionnaires, open questions are shunned, wherever possible, with a 
view to increasing the response rate and to making the results compared easily. 
Since the objectives of this study are to examine the characteristics of the KAM 
relationships between the advertising agencies and the advertisers, scale questions (the 
five-point Likert scales) need to be employed in order to unearth the stages of KAM that 
each relationship has reached. 
With the five-point Likert scale, the both positive and negative statements are included 
in an endeavour to keep the respondents from overlooking the meanings of the 
questions, and force them to take into account which box to mark. 
In order to ensure that the right respondents answer the on-line questionnaires, the 
respondents are asked to answer the following questions: (1) department of the 
respondent; (2) annual advertising expenditures/total billings. 
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The wording of questions for both the advertisers and the advertising agencies on 
financial matters are taken into account in the way that reflects the specific measure of 
sales turnover (billing and income) and other values in the advertising industry. 
Two versions of the questionnaire are developed: one for advertising agencies, and the 
other for advertisers (clients). The phrasing of individual questions is modified with a 
view to ensuring that questions match the context of each company. The question 19 has 
two different versions: in the questionnaire for the advertisers, the benefit of cost saving 
is asked. On the other hand, in the questionnaires for the advertising agencies, the 
relevance of the Pareto 80:20 rule to the advertising agencies' relationships with their 
advertisers. 
Two versions of the on-line questionnaire are combined in order to analyse the different 
viewpoints of both parties. 
And finally, the on-line questionnaires are designed by using of 'the 2000 version of 
Microsoft Access and Word' so that the respondents can fill in the questionnaires in 
'Microsoft Word' and return them by E-mail, instead of having to print them out and 
returning them by post. 
4.4.3.4 Pilot test 
While prior to collecting the final data from the whole sample, it is important to pilot 
test questionnaires with a group of respondents or other research professionals, 
Saunders et al (2000:306) argue that providing that there is a great deal of pressure on 
researchers to complete their research by a deadline, it would be possible to employ 
their acquaintances in order to obtain "some idea of their questionnaire's face validity". 
In light of this, the questionnaires are pre-tested with some colleagues of the researcher 
from the advertising agency that the researcher previously worked for. Nevertheless, the 
pilot test that the researcher undertook ensures the validity and reliability of the 
questions in the questionnaire. 
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4.4.3.5 The description of administering the questionnaire 
This study takes into account Saunders et al (2000)'s advice of techniques for raising 
the questionnaire response rate. 
Table 4.1 Techniques for raising questionnaire response rates 
Techniques A verage impact 
Prior notification 
Non-monetary incentives 
Anonymity 
Follow-up questionnaires 
+19% 
+12% to +26% depending on incentive 
+20% (in company), +10% (external) 
+12% 
Source: extracted from Saunders et al (2000: 308) "Research Methods for Buszness 
Students" 
What follows is the actual procedure for administering the on-line questionnaires that 
the researcher has undertaken. 
Prior to emailing the questionnaires to the whole sample, the pre-survey contact with 
the sample companies was undertaken bye-mail in an endeavour to inform the all 
respondents that the questionnaires would be emailed to them. 
Following the pre-survey contact, the on-line questionnaires together with the covering 
letter (see Appendix 3) were emailed to the sample companies, which were in tum 
forwarded to the relevant personnel in both companies: the heads of account 
management departments in the advertising agencies and the marketing directors or 
marketing communications managers in the advertisers' companies. While it had been 
possible to obtain some of the names of targeted respondents of both advertising 
agencies and advertisers, the on-line questionnaires were not sent to named respondents 
for the following reasons: given that this time of a year is usually a busy season during 
which many people are faced with redundancy, dismissal or departure, it is very 
unlikely that the on-line questionnaires would reach the pre-targeted personnel in both 
respondents' companies. Thus, Recipients were directed to pass on the on-line 
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questionnaire to the aforementioned-targeted people in both companies if not 
themselves. 
This study employed 'non-monetary incentives' in order to maximise the response rate, 
which is the final report in which the each respondent can compare his or her own 
response with the results. 
The on-line questionnaires were designed in the way that preserved anonymity in order 
to avoid the respondents being reluctant to give sensitive information to the researcher. 
And finally, the follow-up emailing has been undertaken twice. The first follow-up was 
emailed one week after emailing out the questionnaires and the covering letters to all 
respondents, which aimed at reminding non-respondents to answer the questionnaires. 
The second follow-up was emailedafterthreeweeks.This follow-up included not only 
a copy of the questionnaire but also the new covering letter (see Appendix 3) that was 
rephrased in the way that stressed the critical importance of responding to the 
questionnaire for this study. 
4.5 Response 
Of 500 companies (250 advertising agencies, 250 advertisers) that were consulted, 31 
advertisers and 38 advertising agencies respectively replied within four weeks. Thus, 
the response rate of the advertisers was 12 per cent and the response rate of the 
advertising agencies was 15 per cent. 
4.6 Limitations 
•	 Since this study employed the quantitative survey method, it is not possible to find 
out the cause and effect of the development of the relationships between the 
advertisers and the advertising agencies. Thus, follow-up qualitative studies on this 
subject will be required. 
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•	 Due to the constraints of stringent budget, time and other resources, a process of 
elimination was inevitably adopted in an endeavour to select the most appropriate 
data collection method. 
•	 While the researcher endeavoured to maximise the response rates by employing a 
number of techniques suggested by Saunders et al (See 4.4.3.5), extremely limited 
time available forced the researcher to add the return date to the questionnaires, 
which may have provoked some non-responses. 
•	 As mentioned earlier, the pilot test was inevitably conducted with only some 
acquaintances of the researcher due to the extreme constraints of budget and time 
available although the researcher endeavoured to ensure the reliability and validity 
of the questions in the on-line questionnaires. 
•	 While the researcher clearly stated, in the covering letter, that the right personnel 
(See 4.4.1) should complete the questionnaire, the researcher was not able to ensure 
that the right person responded to the questions. 
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CHAPTER FIVE: ANALYSIS & RESULTS
 
5.1 The preparation of the data for analysis 
The scoring process and the data summary form developed are shown in Appendix 1 
and Appendix 2 respectively. 
5.2 The data analysis 
5.2.1 The stages of advertising agency-advertiser relationships in the context 
ofKAM 
5.2.1.1 The level of contacts between the advertising agencies and the advertisers 
Question 1 was developed with reference to the literature review. In Chapter Three, it 
was suggested that as KAM relationships develop through the stages identified by 
Millman and Wilson (1994) and McDonald, Millman and Rogers (1996), the level of 
contacts between the buying companies and the selling companies increase. In addition, 
Question 1 was also designed for the context of the advertising agency-advertiser 
relationships. 
Question 1 intended to evaluate the link between the advertising agency-advertiser 
relationship development and the level of contacts. By referring to the results of 
Question 2-7 that show 'the stages to which the respondents' relationships have 
reached', the answers to Question 1 that were scored on a scale 1 to 4 were compared 
with the relationship stages identified in Question 2-7. 
And finally, in Question 1, the advertising agencies were asked to mark the regular 
contact points that they had in their most important advertisers' companies and vice 
versa. 
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Table 5.1 The level of contacts between the advertising agencies and the 
advertisers 
Question 1: 'Who do you have regular contact with in this client's 
company/advertising agency?' 
1. Marketing Director / Account executive 
2. Finance Director / The head of account direction or client liaison/service 
department 
3. Top management / Managing Director 
4. R&D Director / Agency's dedicated team for the client 
Table 5.2 
The stage of relationship Advertising agencies The numbers of contact points development (n= 38) 
Basic (6-11) o o 
Cooperative (12-18) 15 (40 %) 13 (87 %)2 (13 %) 
2 
3 
Interdependent (19-25) 21 (55 %) 18 (86 %)3 (14 %) 
3 
2 
Integrated (26-30) 2 (5 %) 4 
Table 5.3 
The stage of relationship Advertisers (n= 31) The numbers of contact points development 
Basic (6-11) o 0 
Cooperative (12-18) 24 (78 %) 22 (92 %) 2 (8 %) 
2 
3 
Interdependent (19-25) 6(19%) 3 
Integrated (26-30) 1 (3 %) 4 
Comments: 
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As can be seen from the Table 5.1 and 5.2, the numbers of contact points between the 
advertising agencies and the advertisers increases as the relationships between two 
parties develop through the stages of KAM. 
It seems that as the relationships become more sophisticated and complex, there is a 
growing need for the sufficient levels of contacts between two parities with a view to 
maintaining the effective relationships. Amongst the cooperative relationships, the 
substantial percentage of advertising agencies and the advertisers (87 % and 92 % 
respectively) indicated that they had two regular contact points between two companies, 
whereas 86 % of the advertising agencies and 100% of the advertisers in the 
interdependent relationships show that they increase the numbers of contact points as 
their relationships develop. 
However, it should be noted that no companies from both parties indicated that they had 
only one contact point as this study intended to focus upon the most important 
relationships that the respondents had indicated. This issue will be discussed in details 
later this Chapter. 
5.2.1.2 The stage of the advertising agency-advertiser relationship development 
Question 2-7 were adopted/adapted from McDonald and Woodburn (1999:127, 137) 
study. These questions were based upon the six behavioural indicators (Table 5.2) that 
prove to determine the stage of development reached in any KAM relationships. 
McDonald and Woodburn (1999) argue in their study that these six indicators proved to 
be valid in describing the characteristics of the stages of relationship development. 
Thus, Question 2-7 intended to examine the characteristics of the KAM relationships 
between the advertising agencies and the advertisers, and the link between the KAM 
relationships and the stage of KAM relationship development that was identified by the 
Millman-Wilson model (1994) and McDonald et al's KAM relationship model (1997). 
The respondents were asked to indicate the extent to which they agree or disagree with 
the each statement that was derived from the six indicators of KAM relationship. The 
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scores answered by each respondent were categorised according to McDonald and 
Woodburn's (1999) scoring scheme (See Appendix 1). 
Table 5.4 The stage of the relationship development 
Question 2-7: To what extent do you agree or disagree with the following statements, 
applied to your relationship with this advertising agency/client? (Answered on Likert 5­
point scale) 
Question 2 (mutual dependency)
 
'If either company (ad agency or advertiser) ever wanted to end our relationship, both
 
companies would find it difficult and complicated to exit."
 
Question 3 (Trust)
 
, We/they still monitor competitors regularly to check up on their/our performance.'
 
Question 4 (Partnership approach)
 
'There is a real spirit of partnership between two companies.'
 
Question 5 (Long-term commitment)
 
'We (us and our ad agency) really care about the future of working relationship
 
together.'
 
Question 6 (Personal relationships)
 
'We keep our relationships with the people in this advertising agency/client's company
 
strictly on a business footing: we don't meet outside work.'
 
Question 7 (internal orientation)
 
'Looking after our lour client's business is not just the responsibility of the account
 
manager: both companies have set up cross-functional teams of people dedicated to
 
meeting the client's marketing and/or communication needs.'
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Ll The link between the advertising agency-advertiser relationships and the stages 
of KAM relationship development 
Table 5.5 
Total score 
OnKAM 
relationships 
Total 
relationships 
(Question 2-7) 
Ad agencies Advertisers 
Base 69 38 31 
6-11 Basic 0 0 0 
12-18 Cooperative 39 (57%) 15 (40%) 24 (78%) 
19-25 Interdependent 27 (39%) 21 (55%) 6 (19%) 
26-30 Integrated 3 (4%) 2 (5%) 1 (3%) 
Comments: 
The above Table 5.5 shows that no 'basic KAM' relationship was found and only one 
relationship from the advertising agencies and two from the advertisers fell into 
'integrated KAM' category. These results are consistent with the findings of McDonald 
and Woodburn's (1999) study: one 'basic KAM' relationship and one 'integrated 
KAM' relationship were found respectively. 
Since Question 2-7 were concerned with the most important relationships the 
respondents indicated, which are the same as McDonald and Woodburn's study, it could 
be expected from the outset that 'basic KAM' relationships would be rare. However, 
despite the aforementioned concern, the fact that only one and two 'integrated KAM' 
relationships were found from the advertising agencies and the advertisers respectively 
confirms that higher level of KAM relationships would be sporadic. 
Another interesting finding is that 55% of advertising agencies regarded their 
relationships as 'integrated KAM' and 40% thought their relationships as 'cooperative 
KAM', whereas 78% of advertisers regarded their relationships as 'cooperative KAM' 
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and 19% thought their relationships as 'integrated KAM'. These results are also 
consistent with the findings of McDonald and Woodburn's (1999:41) study: 
'Buying companies seem to see KAM relationships as less developed than do selling 
companies '. 
ljWhich indicators occur most in the relationships? 
In an endeavour to examine the characteristics of advertising agency-advertiser 
relationship in the context of KAM, the answers to Question 2-7 were compared with 
the perceived success of the relationships that is analysed in section 5.1.2.4. 
Table 5.6
 
KAM Success:
Reaction to Total Success;
relationship neither poor 
statement relationships quite good 
stage indicator nor good 
Base 69 36 33 
Agree 4% 0% 9% 
Mutual Disagree (87%) (92%) (82%)
dependency Ave.score 2.13 2.03 2.24 
Agree (99%) (100%) (97%) 
Disagree 0% 0% 0%Trust* 
Ave.score 1.68 1.61 1.76 
Agree 54% 31% 79% 
Disagree (0%) (0%) (0%)Partnership 
Ave.score 3.62 3.31 3.97 
Agree 54% 31% 79% 
Long-term Disagree (0%) (0%) (0%)
commitment Ave.score 3.67 3.33 4.04 
Agree (0%) (0%) (0%)
Personal Disagree 96% 92% 100% 
relationships* Ave.score 4.29 4.03 4.58 
Agree 54% 42% 67%Internal Disagree (1%) (0%) (3%)
orientation Ave.score 3.61 3.44 3.79 
Scoring: 5 =strongly agree; 4 =agree; 3 =neither agree nor disagree; 2 =disagree; 1 =strongly 
disagree 
Ave.score calculated from: (Score x Respondents choosing)/fotal relationships 
* Figures in brackets are negative (agreement is negative, disagreement is positive) as the 
statements are posed in reverse (see the questionnaires in Appendix 3). 
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Comments: 
As can be seen from Table 5.6, KAM indicator personal relationships, in terms of 
building up social association between the advertising agencies and the advertisers, 
obtained most agreement (96%) overall, with nearly no difference in the perceived 
success of the relationships. This result indicates that the advertising agencies and the 
advertisers seem to be more concerned about developing 'chemistry' between two 
parties. 
While this finding is different from the findings of McDonald and Woodburn's 
(1999:42) study: internal adaptation gained 65%, whereas personal relationships (the 
third common) gained 54% overall, the outcomes of this study are almost consistent 
with McDonald and Woodburn's study as both authors found that three indicators 
(internal orientation, partnership and personal relationship in order) were most common 
in their study, which is akin to the findings of this study: personal relationship (96%), 
internal orientation, partnership and long-term commitment (54%). However, it should 
be noted that while McDonald and Woodburn (1999:39) employed joint strategic 
planning as the indicator of long-term commitment, this study adapted this indicator for 
the context of the advertising agency-advertiser relationships (See Table 5.4). 
This study found that mutual dependency did not seem to come to pass in the 
advertising agency-advertiser relationships, which proved to be valid in McDonald and 
Woodburn's study. This can be partly explained by referring to Kent and Ambler 
(1999)'s study 'The dark side of long-term relationships in marketing service' (See 3.6). 
In their study, both authors argue that as the relationships are becoming longer, the 
advertisers are increasingly wary of being provided stale advertising service. Thus, it 
seems that the advertisers were not concerned about maintaining lengthy relationships. 
This issue will be further discussed in section 5.2.1.3. 
Similar to the finding of McDonald and Woodburn's study, trust, in terms of stopping 
monitoring competitors, seldom occurred in the advertisers' companies. This study 
confirms that the cessation of checking competitor activities rarely occurred in the 
advertisers' companies. 
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5.2.2 The link between the length of relationships and the level of 
relationship development 
Question 8 was developed in an endeavour to examine 'whether longer relationships 
between the advertising agencies and the advertisers become closer over time'. 
Table 5.7 
Question 8 
How long have you been dealing with this advertising agency/this advertiser? (Years) 
Table 5.8 
Duration of the relationships (years) Total relationships 
Base 
0-3 
4-6 
7-9 
10-12 
13+ 
Ave. duration of the relationships: 
4.03 years 
69
 
46 (67%)
 
17 (25%)
 
3 (4%)
 
2(3%)
 
1 (1%) 
Comments:
 
The above Table 5.8 shows the length of the advertising agency-advertiser relationships.
 
It seems that as the relationships became longer, the number of relationships decreased.
 
As mentioned earlier, this can be partly due to the concerns of the advertisers about the
 
staleness of advertising service that they are provided over time.
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Figure 5.1 
Comments: 
The above Figure 5.1 shows the link between the length of the relationships and the 
level of the relationships. While it appears that 'cooperative KAM' relationships 
decreased over the time, neither 'independent KAM' nor 'integrated KAM' 
relationships increased over the time. Thus, it is unlikely that there is a significant link 
between the length of the relationships and the level of the relationship development. 
This result is also consistent with the finding of McDonald and Woodburn (1999:51­
52): there was no evidence that the level of KAM relationship development depends on 
the length of relationships. 
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5.2.3 The success of the advertising agency-advertiser relationships in the 
context of KAM 
Question 9-14 were also adopted from McDonald and Woodburn's (1999:44) study in 
an endeavour to assess the perceived success of the advertising agency-advertiser 
relationships in the context of KAM. In their study, both author suggested the six 
criteria for judging the KAM relationships' success (See Table 5.9). 
The respondents were also asked the extent to which they agree or disagree with each 
criterion in Table 5.9. 
Table 5.9 The statements provided to the respondents to indicate the success of 
their relationships 
Question 9-14: To what extent do you agree or disagree with the following 
statements, applied to your relationship with this client/agency? (Answered on Likert 
5-point scale) 
Question 9 (Financial) 
'We are happy with the financial return we get on this client's business/value get from 
this agency in financial terms.' 
Question 10 (Operational efficiency) 
'Our operational processes (logistics of campaign development, payables and 
receivables, documentations, billing, schedules, contact reports, etc.lpayables and 
receivables, documentations, contact reports, etc.) work seamlessly and cost­
effectively with this client/agency.' 
Question 11 (Strategic alignment) 
'Our own strategic goals are very different from this client/agency'. 
Question 12 (Ease of doing business) 
'This client/agency is rather inflexible and/or disorganised so it is not easy to do
 
business with them.'
 
Question 13 (Sustainability)
 
'Our relationship with this client/agency must be one of the longest in the sector.'
 
Question 14 (Ultimate judgement) 
'Our managing director (or equivalent) rates the business with this client/agency as 
extremely successful and one of the most important to us strategically. 
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5.2.3.1 The perceived success of the advertising agency-advertiser relationships 
Table 5.10 
Score on 
KAMsuccess 
statements 
Base 
Total 
relation­
ships 
69 
Ad 
agencies 
38 
Advertisers 
31 
Coopera 
-tive 
KAM 
39 
Interdepen­
dentKAM 
27 
Integrated 
KAM 
3 
6-8 
(very poor) 0 0 0 o o o 
9-14 
(quite poor) 0 0 0 o o o 
15-20 
(neither good 
nor bad) 
36 (74%) 10 (26%) 26 (84%) 29 (74%) 8 (30%) o 
21-26 
(quite good) 33 (26%) 28 (74%) 5 (16%) 10 (26%) 19 (70%) 3 (100%) 
27-30 
(very good) o 0 o o o o 
Comments: 
Given that the perceived success of the advertising agency-advertiser relationship was 
assessed in the same way that the stage of relationship development (Question 2-7) was 
tested, it is not surprising that neither 'very poor' nor 'quite poor' was reported. 
However, while the respondents were asked about their most important relationships 
with the advertising agencies/the advertisers, no relationships were considered to be 
'very good'. 
74 % of the advertising agencies rated their relationships with the advertisers as 'quite 
good' and 26% rated their relationships as 'neither good nor bad', whereas only 16% of 
the advertisers rated their relationships with the advertising agencies as 'quite good' and 
the rest of them (84%) rated their relationships as 'neither good nor bad'. These results 
appear to be akin to the findings of McDonald and Woodburn's study (1999:45): the 
selling companies' ratio of 'quite good' to 'neither good nor bad' was 2:1, whereas the 
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buying companies' ratio was reversed 1:2. According to McDonald and Woodburn 
(1999:45-46), such results could stem from the following reasons: 
1. optimistic predisposition ofsellers; 
2. predisposition ofbuyers always to expect more; ~ 
3. easier for selling company to assess gain from income than buying company to 
assess advantage from spend. 
5.2.3.2 The link between the level of perceived success and the level of the 
relationship development 
Table 5.11 
KAM 
Relationship stage 
Base 
Cooperative 
Interdependent 
Integrated 
Total 
relationships 
69 
39 
27 
3 
21-30 
Quite good 
32 
10 (31%) 
19 (59%) 
3 (10%) 
KAM success score 
6·20 
Neither good nor bad 
37 
29 (78%) 
8 (22%) 
o 
Figure 5.2 
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Comments: 
As can be seen from Table 5.11 and Figure 5.2, amongst 39 'cooperative KAM' 
relationships, more than two-thirds of the relationships were rated as 'neither good nor 
bad' and less than a third of the relationships were considered as 'quite good'. In 
contrast of the ratings of 'cooperative KAM' relationships, more than two-thirds of the 
relationships in 'interdependent KAM' category were rated as 'quite good' and less than 
a third of interdependent relationships were considered as 'neither good nor poor'. Of 
the relationships considered to be at the integrated stage of KAM, all relationships fell 
into 'quite good'. These results are consistent with the finding of McDonald and 
Woodburn's (1999:47) study: 
'KAM relationship stage and success are linked, but there is also substantial minority of 
relationships that do not confirm to this rule'. 
5.2.3.3 Which criterion is most important in the successful relationships? 
Table 5.12 
KAM 
relationship 
success criteria 
Reaction to 
criteria 
Total 
relationships Ad agencies Advertisers 
Base 69 38 31 
Financial 
satisfaction 
Agree 
Disagree 
Ave. score 
60% 
(0%) 
3.60 
76% 
(0%) 
3.76 
39% 
(0%) 
3.39 
Operational 
efficiency 
Agree 
Disagree 
Ave. score 
36% 
(3%) 
3.33 
56% 
(3%) 
3.53 
13% 
(3%) 
3.10 
Strategic 
alignment* 
Agree 
Disagree 
Ave. score 
(15%) 
12% 
2.99 
(8%) 
11% 
3.03 
(23%) 
16% 
2.94 
Ease of doing 
business* 
Agree 
Disagree 
Ave. score 
(0%) 
34.8% 
3.35 
(0%) 
50% 
3.5 
(0%) 
16% 
3.16 
Sustainability Agree 
Disagree 
Ave. score 
36% 
(6%) 
3.30 
47% 
(3%) 
3.45 
22.6% 
(10%) 
3.13 
Ultimate 
judgement 
Agree 
Disagree 
Ave. score 
54% 
(0%) 
3.55 
63.2% 
(0%) 
3.66 
42% 
(0%) 
3.42 
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Table 5.13 
KAM 
relationship Reaction to Total Cooperative Interdependent Integrated 
success criteria relationships KAM KAM KAM 
criteria 
Base 69 39 27 3 
Agree 60% 51% 70% 67%Financial Disagree (0%) (0%) (0%) (0%)
satisfaction Ave. score 3.60 3.52 3.70 3.67 
Operational Agree 36% 23% 48% 100% 
efficiency Disagree (3%) (3%) (0%) (0%) 
Ave. score 3.33 3.21 3.44 4 
Strategic Agree (15%) (18%) (7%) (0%) 
alignment* Disagree 12% 0% 22% 100% 
Ave. score 2.99 2.80 3.15 4 
Ease of Agree (0%) (0%) (0%) (0%) 
doing Disagree 34.8% 26% 44% 66% 
business* Ave. score 3.35 3.26 3.44 3.67 
Sustainabil- Agree 36% 10% 67% 100% 
ity Disagree (6%) (5%) (7%) (0%) 
Ave. score 3.30 3.05 3.60 4 
Ultimate Agree 54% 33% 74% 100% 
judgement Disagree (0%) (0%) (0%) (0%) 
Ave. score 3.55 3.36 3.74 4.33 
Applies to Table 5.12 and 5.13 
Scoring: 5 =strongly agree; 4 =agree; 3 =neither agree nor agree; 2 =disagree; 1 =strongly 
disagree. 
Ave. scores calculated from (Scores x Respondents choosing)ffotal relationships.
* Figures in brackets are negative (agreement is negative, disagreement is positive) as the 
statements are posed in reverse (See the questionnaires in Appendix 3). 
Comments: 
As can be seen from Table 5.12 and S.B,financial satisfaction gained the highest score 
than any other criteria in terms of the level of agreement overall and average score and 
showed no difference between the stages. However, it appears that substantially fewer 
advertisers than advertising agencies were satisfied with the pecuniary gain. 
Operational efficiency obtained nearly 40% of agreement overall and showed the 
difference between the stages. However, as can be seen from Table 5.12, there seems to 
be the relatively high disproportion between the advertising agencies and the advertisers, 
which indicates that the advertising agencies need to address their operational problems. 
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The viability of strategic alignment gained the lowest proportion of agreement and also 
showed the lowest average score. These results seem to contrast with the finding of 
McDonald and Woodburn's (1999:49) study. Both authors reported in their study that 
the feasibility of strategic alignment gained a higher level of agreement, in particular 
within interdependent KAM relationships and went on arguing that there was a link 
between the incompatibility of strategic goals (strategic alignment) and the difficulty in 
doing business together (ease of doing business). However, as can be seen from the 
Table 5.12, there is no significant link between the aforementioned two factors. Thus, 
this study shows that this is not the case in the advertising agency-advertiser 
relationships. However, it should be noted that the degree of the strategic alignment 
increased as the relationships developed through the stages of KAM, which suggests 
that the successful relationships are reliant on the degree of the strategic alignment 
between two parties. 
While the sustainability of the relationships shows that there appears to be a link 
between the length of the relationships and the level of the relationship development in 
Table 5.13, as shown earlier in Figure 5.1, it was not the case that the development of 
the relationships depended on time. For instance, the subsequent numbers of 
'independent KAM' relationships between the advertising agencies and the advertisers 
fell into '0-3 years' category, whereas some of the 'cooperative KAM' relationships 
were considered to be longer than 3 years, which also suggests that the successful 
relationships are not dependent on time. 
Given that the ultimate judgement scored the second highest in Table 5.12 and there are 
significant differences in the managing directors or CEO's views on the relationships' 
success between the stages in Table 5.13, the ultimate judgement by managing directors 
or equivalent should be the evidence of the relationships' success. 
And finally, some distinct dissimilarity has been found between the results of this study 
and the findings of McDonald and Woodburn's study so far. These differences indicate 
that there may have been some industrial specific factors that would have influenced the 
advertising agency-advertiser relationships in the way that made the differences 
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between two studies. These differences will be further discussed in the following 
chapter. 
5.2.4 The number of relationships classified as being key to the business 
Question 17 was also adopted from McDonald and Woodburn's study (1999:132, 141) 
in order to find how many advertising agencies and advertisers the respondents 
classified as being key their business. 
Table 5.14 
Question 17 
How many advertising agencies/clients do you classify as key to your business? 
LI How many relationships are key to the business? 
Figure 5.3 How many advertisers do the advertising agencies classify as being key 
to their businesses? 
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Figure 5.4 How many advertising agencies do the advertisers classify as being key 
to their businesses? 
Comments: 
As can be seen from Figure 5.3 and 5.4, nearly 70% of the adverting agencies reported 
that they had less than 5 key advertisers. On the other hand, no advertisers considered 
more than 3 advertising agencies as being key to their businesses. These results indicate 
that there seems to be the potential for developing closer relationships as both 
advertising agencies and advertisers turned out to do businesses with fewer relationships. 
5.2.5 The benefits of KAM relationship 
Question 18-19 were developed with reference to the literature review (See 3.5.1). In 
Chapter Three, three main benefits of KAM relationships were explored: risk reduction 
for both selling company and buying company; cost reduction for buying company; the 
benefit of Pareto 80:20 rule for selling company. In Question 18-19, the respondents 
were asked to extent to which they agree or disagree with each statement derived from 
'the benefits of KAM' . 
Question 18-19 was asked to examine whether the advertising agencies and the 
advertisers gained the benefit of risk reduction, in terms of resources availability. 
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In Question 19, there are two different questions: in the questionnaire for the 
advertising agency, the advertising agencies were asked whether the Pareto 80:20 rule 
was pertinent to their businesses; in the questionnaire for the advertiser, the advertisers 
were asked whether they gained the cost savings through doing business with their key 
advertising agencies. 
Table 5.15 
Question 18 
"We enjoy the benefit of resources availability through developing closer relationships 
with the above marketing service agencies/clients in Question 17." 
Question 19 
(For the advertisers) 
"We are happy with the cost savings made by the joint new product development andlor 
the joint market/product exploitation with the above agencies in Question 17." 
(For the advertising agencies) 
"The above clients in Question 17 account for 80% of the total amount of our income." 
5.2.5.1 Do the advertising agencies and the advertisers gain the benefit of resources 
availability by developing closer relationships? 
Table 5.16 
Benefit of KAM 
statement 
Reaction to the 
statement 
Total 
relationships Ad agencies Advertisers 
Base 69 38 31 
Resources 
availability 
Agree 
Disagree 
Ave. score 
65% 
0% 
3.67 
66% 
0% 
3.66 
65% 
0% 
3.68 
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Table 5.17 
Benefit of Reaction to Total Cooperative Interdependent IntegratedKAM the 
relationships KAM KAM KAM 
statement statement 
Base 69 39 27 3 
65% 59% 62% 100%Resources Agree 
0% 0% 0% 0%availabilit Disagree
Y Ave. score 3.67 3.59 3.70 4.33 
Applied to Table 5.15 and 5.16.
 
Scoring: 5 =strongly agree; 4 =agree; 3 =neither agree nor disagree; 2 =disagree; 1 =strongly
 
disagree.
 
Ave. score calculated from: (Score x Respondents choosingj/Total relationships
 
Comments:
 
As can be seen from Table 5.16, two-thirds of the respondents agreed that they gained
 
the benefit of resources availability although it was not significant in terms of average
 
score.
 
Table 5.17 indicates that there is a link between the benefit of resource availability and
 
the development of KAM relationships, suggesting that both advertising agencies and
 
advertisers can increase the resource availability through developing closer relationships
 
between two parties.
 
5.2.5.2 Is the Pareto 80:20 rule pertinent to the advertising agency-advertiser 
relationships? 
Table 5.18 
Benefit of KAM statement Reaction to the statement Ad agencies 
Base 38 
Agree 63% 
Pareto 80:20 rule Disagree 3% 
Ave. score 3.74 
Scoring: 5 =strongly agree; 4 =agree; 3 =neither agree nor disagree; 2 =disagree; 1 =strongly
 
disagree.
 
Ave. score calculated from: (Score x Respondents choosingj/Total relationships.
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Comments: 
While more than half of the respondents showed that they agreed with the Pareto 80:20 
rule, average score indicates that the agreements were not significant enough to prove 
the relevance of the Pareto law to the advertising agency-advertiser relationships. This 
result confirms Wilson's (1997) argument in Chapter Two: undue dependence upon the 
largest two or three customers has often resulted in losing money due to the increase of 
costs attributed to them (See 3.5.2). 
5.2.5.3 Do the advertisers gain the benefit of cost savings through the joint new 
product development and/or the joint market/product exploitation with their key 
advertising agencies? 
Table 5.19 
Benefit of Reaction Total Cooperative InterdependentKAM to the KAM KAM Integrated KAM relationships
statement statement 
Base 31 24 6 1 
Agree 55% 54.2% 50% 100%Cost Disagree 10% 8.3% 16.7% 0%
savings Ave. score 3.5 3.46 3.33 4 
Scoring: 5 =strongly agree; 4 =agree; 3 =neither agree nor disagree; 2 =disagree; 1 =strongly
 
disagree.
 
Ave. score calculated from: (Score x Respondents choosing)fTotal relationships.
 
Comments: 
Table 5.19 indicates that there was not sufficient average score to verify that the 
advertisers gained the benefit of cost reduction through doing businesses with their key 
advertising agencies although more than half of the advertisers showed the agreements 
on the cost savings. Furthermore, there seems to be no link between the level of cost 
saving and KAM relationship development. This appears to suggest that the advertising 
agencies should readdress their relationships with the advertisers, given that cost saving 
is one of the main benefits of KAM for the advertisers. 
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5.2.6 General questions 
Question 15-16 were designed to ensure that right respondents responded to the on-line 
questionnaires: the advertisers having more than 5 million expenditure in advertising 
and the advertising agencies having more than 5 million of total billings; the heads of 
account management department in the advertising agencies and the marketing or the 
marketing communications directors in the advertisers' companies (See 4.4.1). 
Table 5.20 
Question15 
Please indicate the approximate total billings ofyour agency? 
Please indicate the approximate total annual billings (advertising expenditure) in 
your company? 
Question 16 
Which ofthe following best describes your department in the agency? 
(Account Direction, Client Liaison/Services, Account Management, General 
Management) 
Which of the following best describes your department in the company? 
(Marketing, Corporate Communication, Marketing Communication, General 
Management) 
Figure 5.5 
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Table 5.21 
Statements Ad agencies Statements Advertisers 
Base 38 31 
Account Direction 9 (24%) Marketing 22 (71%) 
Client Liaison/Services 28 (74%) Corporate Communication 2 (6%) 
Account Management o Marketing Communication 7 (23%) 
(Jenera! Management 1 (2%) (JeneraIManagen1ent o 
Comments:
 
Figure 5.5 shows that the sample companies had at least more than £ 5million total
 
billings and/or total annual advertising expenditure, which ensures the validity of the
 
sample.
 
Table 5.21 also indicates that the on-line questionnaires were answered by the right
 
personnel.
 
5.3 Summary 
In this chapter, the following questions have been examined: 
1. The stages of the advertising agency-advertiser relationships in the context of KAM 
a) The level of contacts between the advertising agencies and the advertisers. 
b) The link between the advertising agency-advertiser relationships and the stages 
of KAM relationship development.
 
c) Which indicators of KAM occur most in the relationships?
 
2. The link between the length of relationships and the level of relationship 
development 
3. The success of the advertising agency-advertiser relationships in the context of KAM 
a) The perceived success of the advertising agency-advertiser relationships 
b) The link between the level of perceived success and the level of the relationship 
development
 
c) Which criterion is most important in the successful relationships?
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4. The number of relationships classified as being key to the business 
5. The benefits of KAM relationship 
a) Do the advertising agencies and the advertisers gain the benefit of resources 
availability by developing closer relationships? 
b) Is the Pareto 80:20 rule pertinent to the advertising agency-advertiser 
relationships? 
c)	 Do the advertisers gain the benefit of cost savings through the joint new product 
development and/or the joint market/product exploitation with their key advertising 
agencies? 
In the Question 1, the results were showed as follows: 
•	 As the advertising agency-advertiser relationships developed through the stages of 
KAM, both parties increased the numbers of contact points. 
•	 The more developed the advertising agency-advertiser relationships, the fewer the 
relationships between two parties. 
•	 The advertisers saw the relationships as less developed than did the advertising 
agencies. 
•	 Of the indicators of KAM relationship, personal relationship (96%), internal 
orientation, partnership and long-term commitment (54%) most occurred in the 
advertising agency-advertiser relationships. 
As for the Question 2, the findings indicate that the development of the advertising 
agency-advertiser relationships was not dependent on time. 
In the Question 3, the following outcomes have been obtained: 
•	 The advertising agencies seem to be more optimistic about the relationships with the 
advertisers than the advertisers. 
•	 There is the link between the relationship development through the KAM stages and 
the perceived success of the relationships. 
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•	 While financial satisfaction scored the highest of any, ultimate decision by 
managing directors shows the different rating of success between the stages more 
clearly than any other criteria. 
As for the Question 4, given that both advertising agencies and advertisers operated 
with fewer relationships focus, there are likely to be the potentials for developing closer 
relationships between two parties. 
In the Question 5, the results have been obtained as follows: 
•	 While the link between the benefit of resources availability and the KAM 
relationship development was not significant, the majority of the respondents agreed 
that they gained the benefit of resources availability through doing businesses 
together. 
•	 The Pareto 80:20 rule did not seem to be pertinent to the advertising agencies' 
relationships with their advertisers in terms of average scores the advertising 
agencies had marked, although half of the respondents showed the agreements on 
the applicability of the Pareto law to their relationships. 
•	 Given the relatively low average scores the advertisers had marked on the statement 
about cost savings, this should be the advertising agencies' primary concern. 
As mentioned earlier, there have been a number of findings that shows the differences 
between this study and McDonald and Woodburn's research. These dissimilarities will 
be further discussed in the next chapter. 
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CHAPTER SIX: DISCUSSION AND CONCLUSIONS 
This study has mainly endeavoured to examine the advertising agency-advertiser 
relationships in the context of KAM. With a view to achieving the primary aim of this 
study, the background of the advertising business in the United Kingdom (Chapter Two) 
and the literature review on KAM have been explored. In Chapter Four, the following 
key research questions were presented as the main objectives of this study: 
1.	 To examine the characteristics of the advertising agency-advertiser relationships in 
the context of KAM. 
2.	 To examine whether KAM relationships between the advertising agencies and the 
advertisers are dependent on time. 
3.	 To scrutinise the link between the success of the relationships and the relationship 
development through the stages of KAM. 
4.	 To explore the scope for closer relationships between the advertising agencies and 
the advertisers. 
5.	 To examine the relevance of the benefits of KAM to the advertising agency­
advertiser relationships. 
In Chapter Four, the research methods were also developed in an attempt to examine the 
aforementioned key questions. 
In Chapter Five, the above five key research questions were mainly examined by: 
comparing the findings of this study with the results of McDonald and Woodburn's 
(1999) study , KAM - Building on Supplier and Buyer Perspectives'; scrutinising 
whether the findings of this study were germane to KAM theory. 
In this Chapter, The results of the study obtained in Chapter Five will be further 
discussed in an endeavour to fulfil the aforementioned five key objectives. 
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6.1 The stages of the development of advertising agency-advertiser 
relationships in the context of KAM 
6.1.1 The level of contacts between the advertising agencies and the 
advertisers 
The result in the previous chapter suggested that the more the relationships developed, 
the more the contact points in both of the two parties increased. This finding seems to 
be perfectly matched with both Millman-Wilson model (1994) and KAM relationship 
model of McDonald et al (1997) in Chapter Three: 
'The contacts between selling company and buying company increase as relationships 
develop through the KAM stages'. 
However, it should be noted that while other KAM scholars (e.g. McDonald and 
Woodburn 1999) have mainly focused on the changes in the amount of contacts 
between selling company and buying company, this study considered the specific 
context of the advertising business. In Chapter Two, one of the main reasons for 
relationship breakdown is because the advertising agencies have the tendency to fail to 
make regular contact with other key decision makers in the advertisers' companies such 
as financial managers and/or R&D managers, except marketing managers. Thus, it is 
assumed that the successful relationships between advertising agencies and advertisers 
are likely to be based on the sufficient points of contacts between two parties (See 2.4.2). 
As can be seen from Figure 6.1, there seems to be a link between the level of contact 
points and the development of the advertising agency-advertiser relationships in the 
context of KAM, suggesting that: 
'The successful advertising agency-advertiser relationship is dependent on the sufficient 
levels ofcontact points between two parties' . 
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Figure 6.1 Do the levels of contact points increase according to the relationship 
development? 
6.1.2 The link between the advertising agency-advertiser relationships and 
the stages of KAM 
The stages of the advertising agency-advertiser relationships according to KAM were 
examined with a view to comprehending the characteristics of the relationships between 
two parties in the previous chapter. As mentioned earlier, the findings of this study were 
compared with the results of McDonald and Woodburn's study with the aim of finding 
the similarities and/or dissimilarities between two studies. 
The following Table 6.1 shows the comparison between two studies. 
Table 6.1 
This study McDonald and Woodburn's study 
Similarities 
• No 'basic KAM' relationships were found. 
• The more KAM relationships developed, the fewer relationships were 
found. 
• The advertisers (selling company) seem to see their relationships as 
less developed than do the advertising agencies (buying company). 
Dissimilarities 
• Three 'integrated KAM' 
relationships were found. 
• One 'integrated KAM' relationship 
was found. 
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As can be seen from Table 6.1, while there is a slight difference in the numbers of 
'integrated KAM' relationships between two studies (4% of 69 relationships in this 
study and 1% of 89 relationships in McDonald and Woodburn's study), it is not 
significant enough to cast doubt on their study. 
Thus, the conclusion can be drawn as follows: 
1. The number of advertising agency-advertiser relationships decreases as the 
relationships develop through the stages of KAM. 
2. The adverting agencies consider their relationships more developed and closer than 
the advertisers do. 
6.1.3 The characteristics of the advertising agency-advertiser relationships 
In the previous chapter, the characteristics of the advertising agency-advertiser 
relationships were examined by applying the six indicators of KAM relationships to the 
relationships between two parties. The main similarities and dissimilarities of both two 
studies are presented in Table 6.2 below. 
Table 6.2 
This study McDonald and Woodburn's study 
Similarities 
• Three indicators (internal orientation, personal relationships and 
partnership) were most common in the relationships. 
• Trust hardly occurred in the relationships. 
Dissimilarities 
• Personal relationships scored • Internal orientation scored the 
the highest of any. highest of any. 
• Long-term commitment • Long-term commitment was quite 
gained the relatively high score limited 
overall (54% agreements). (31% agreements). 
• Mutual dependency was • Half of the respondents agreed on 
quite limited Mutual dependency. 
(4% agreements). 
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As can be seen from Table 6.2, both two studies seem to be similar in the ways that 
indicate the incidence of KAM indicators: internal orientation, in terms of setting up 
the cross-functional teams, personal relationships, in terms of social associations and 
partnership approach were commonly found in the relationships between the selling 
companies (advertising agencies) and the buying companies (advertisers); trust, in terms 
of termination of competitor monitoring hardly occurred. 
However, given that this study shows that personal relationships came to pass most 
frequently, fostering 'personal chemistry' between the representatives of two companies 
seems to be crucial for closer relationships between the advertising agencies and the 
advertisers. 
As mentioned in the previous chapter, since this study modified the original question on 
long-term commitment for the context of the advertising agency-advertiser relationships, 
the difference in incidences of long-term commitment between two studies cannot be 
compared. However, given that this study shows that long-term commitment was found 
in the more than two-third of the successful relationships, this factor should be the sign 
of the key relationships between the advertising agencies and the advertisers. 
While Mutual dependency, in terms of barriers to exit, gained half of agreements from 
McDonald and Woodburn's study, this study shows that this is not the case in the 
advertising agency-advertiser relationships. It seems that the advertisers are concerned 
that they would be provided a stale advertising service if they were stuck in long-lasting 
relationships. 
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6.2 The link between the length of relationships and the KAM 
relationship development 
In order to assess whether the advertising agency-advertiser relationships are dependent 
on time, the duration of the relationships were asked to the respondents. As mentioned 
in the previous chapter, while there seems to be a sign that the longer the 'cooperative 
KAM' relationships last, the fewer the 'cooperative KAM' relationships occur, neither 
the 'interdependent KAM' nor 'integrated KAM' increased as the relationships became 
longer. 
These results seem to be consistent with the findings of McDonald and Woodburn's 
study (1999:51): 
'There does not seem to be any evidence that relationship development is time 
dependent' . 
Thus, it can be concluded that the advertising agency-advertiser relationships hardly 
become closer in parallel with the duration of the relationships, suggesting that both 
advertising agencies and advertisers should choose the right relationships to develop at 
the outset. 
In addition, no dissimilarity was found between two studies. 
6.3 The success of the advertising agency-advertiser relationships in 
the context of KAM 
In the previous chapter, the six criteria for assessing success of KAM relationships that 
were adopted from McDonald and Woodburn's study were employed in order to 
examine the perceived success of the advertising agency-advertiser relationships in the 
context of KAM. Table 6.3 shows the similarities and dissimilarities between two 
studies. 
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Table 6.3 
This study McDonald and Woodburn's study 
Similarities 
• No relationships fell into 'very poor' category. 
• The selling companies (advertising agencies) tend to view the success 
of their relationships with the buying companies (advertisers) more 
optimistically than do the buying companies. 
• There is the link between the perceived success of the relationships and 
KAM stages. 
• While sustainability of the relationships gained the relatively high level 
of agreement, there is not the sufficient sign that the more the 
relationships are successful, the longer the relationships last. 
• The ultimate judgement was considered to be the most important 
criterion for assessing the success of the relationships. 
Dissimilarities 
• Neither 'quite poor' nor' very • Some of the relationships fell into 
good' relationships were found. either 'quite poor' or 'very good'. 
• Strategic alignment gained the • Strategic alignment gained the high 
lowest agreement. level of agreement. 
• There is not sufficient • Incompatibility of strategic goals 
relationship between strategic contributes to the difficulty in doing 
alignment and ease of doing business together. 
business. 
• The financial satisfaction 
gained the highest agreement of 
any. 
• The operational efficiency 
gained the relatively high score 
and showed the differences 
between the stages but the high 
disproportion between the 
advertising agencies and the 
advertisers was found. 
• The ultimate judgment gained the 
highest agreement of any. 
• The operational efficiency showed 
the lowest proportion in the 
agreement. 
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As can be seen from Table 6.3, unlike McDonald and Woodburn's research, this study 
shows that neither 'quite poor' nor 'very good' relationships between the advertising 
agencies and the advertisers were found. Given that the most important advertising 
agency-advertiser relationships were considered in this study, it is understandable that 
'quite poor' relationships would be rare. However, it should be a concern for both 
parties to readdress their relationships as no 'very good' relationships were found. 
While the viability of strategic alignment between the advertising agencies and the 
advertisers turned out to gain the lowest agreement, the fact that the degree of strategic 
alignment between two parties increased according to the KAM relationship 
development implies that the successful advertising agency-advertiser relationships are 
dependent on the degree of strategic alignment between two parties. 
Although it may be logical to presume that the compatibility of strategic alignment 
between the advertising agencies and the advertisers can play an important part in the 
ease of doing business together, this study was unable to unearth what caused the 
differences in the views on 'the link between the viability of strategic alignment and the 
ease of doing business' between two studies. This suggests the need for in-depth 
research that requires inter-organisational level of analysis. 
The fact that the operational efficiency between the advertising agencies and the 
advertisers gained the relatively high agreements may imply the predisposition of the 
advertisers to take for granted smooth, competent business operations in the advertising 
agencies, as well as the recognition of the advertising agencies that the excellence in 
operations is crucial to survive. 
Given that this study is concerned about the most important relationships the 
respondents had nominated, the highest proportion of financial satisfaction was 
expected at the outset. 
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6.4 The scope for closer advertising agency-advertiser relationships in 
the context of KAM 
In order to find the possibility of developing closer relationships between the 
advertising agencies and the advertisers, the number of relationships that both 
respondents had was examined in Figure 5.3 and 5.4. Both figures suggest that there is a 
scope for closer relationships between two parties, considering that both of respondents 
indicated that they operated with fewer relationships: more than two thirds of the 
advertising agencies reported that they had less than 5 key advertisers; no advertisers 
worked with more than 3 advertising agencies. 
6.5 The relevance of 'the benefits of KAM' to the advertising agency­
advertiser relationships 
The relevance of 'the benefits of KAM' to the advertising agency-advertiser 
relationships was examined in an endeavour to judge whether both of the respondents 
benefited from developing KAM relationships. 
6.5.1 The benefit of resource availability 
More than two thirds of the respondents agreed with the increase in resource availability, 
suggesting that both advertising agencies and advertiser are likely to reduce the 
internal/external risks of limiting the scope of utilising resources that might be caused 
by abrupt changes in the inter-organisational environment, by developing KAM 
relationships. 
6.5.2 The benefit of the Pareto law for the advertising agencies 
While more than half of the advertising agencies agreed the Pareto 80:20 rule, as 
mentioned in the previous chapter, the average score (3.74) marked by the respondents 
indicates that the level of agreement is not sufficient to prove the relevance of the Pareto 
law to the advertising agencies' relationships with their advertisers, suggesting that the 
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advertising agencies should be wary of unwarranted reliance on their largest advertisers 
due to the incremental cost of serving them. 
6.5.3 The benefit of cost saving for the advertisers 
The advertisers appeared to be rather disappointed with the cost savings achieved 
through doing business with their advertising agencies, irrespective of KAM 
relationships development. As mentioned in the previous chapter, this indicates that the 
advertising agencies need to readdress their relationships with their advertisers 
inasmuch as the cost saving is one of the key benefits of KAM relationships. 
6.6 Conclusion 
This study has examined quantitatively the advertising agency-advertiser relationships 
in the context of KAM with a view to providing the better understanding of the 
advertising agency-advertise relationships. 
It was stated from the outset that the advertising agencies needed to have an effectual 
tool for managing the relationships with their advertisers. Thus, the author has also 
attempted to assess the applicability of KAM theory to the advertising agency-advertiser 
relationships throughout the study. 
In some of the questions in the study, the author has endeavoured to find the similarities 
and dissimilarities between this study and McDonald and Woodburn's (1999) research 
on KAM with the aim of verifying some elements of KAM theory, namely the six 
indicators of KAM relationship development and the six criteria for assessing the 
success of KAM relationships, to the advertising industry in the United Kingdom. 
As for the questions that were not adopted from McDonald and Woodburn's study, the 
author developed those questions with reference to the literature review in Chapter 
Three, which was also aimed at assessing the pertinence of KAM theory to the 
advertising agency-advertiser relationships. 
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This study has showed the following important points of the advertising agency­
advertiser relationships in the context of KAM: 
• The	 more the advertising agency-advertiser relationships develop, the fewer the 
number of each type of KAM relationship is found, which confirms the McDonald 
and Woodburn' argument (1999:85): 
'The number ofeach type of relationship decreases as the level ofsophistication and 
closeness increases, and partly it implies that each stage depends on the continued 
fulfilment ofthe requirements ofthe previous stage.' 
• There is the link between the development of the advertising agency-advertiser 
relationships and the perceived success of the relationships, which confirms the 
finding of McDonald and Woodburn's study (1999:90): 
'The relationships distributed into the 'lower development stagellower success' 
band plus those in 'higher development stage/higher success' band in a ratio of 2:1, 
compared with the number in the 'lower development stage/higher success' band 
and the 'higher development stagellower success' band.' 
• There is the scope for closer advertising agency-advertiser relationships, which is 
different from McDonald and Woodburn's study (1999:54): "buying companies are 
possibly less likely to operate with a key relationship focus than selling companies." 
This may be partly due to the industry specific factor that influences on the choice 
of appropriate number of advertising agencies/advertisers. 
• Both advertising agencies and the advertisers increase the	 resources availability 
through developing KAM relationships. 
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•	 The advertising agencies should be aware of the incremental cost of serving their 
largest customers as the Pareto 80:20 rule does not seem to be pertinent to the 
advertising agencies relationships with their advertisers. 
• The advertising agencies should readdress the relationships with their advertisers, in 
terms of cost saving for the advertisers. 
From the foregoing, it is concluded that KAM (Key Account Management) can be an 
effective tool for the relationship management between the advertising agency and the 
advertiser as KAM provides a diagnostic strategy according to KAM stage each 
relationship has reached (Wilson 1997). 
6.7 The limitations and implications for further research 
This study mainly focused on the nature of the advertising agency-advertiser 
relationship in the context of KAM with the aim of providing the better understanding 
of the interaction between two parties. 
While the study has offered some insights into the development of the advertising 
agency-advertiser relationships, there were a number of limitations and implications for 
further research as follows: 
• While the study adopted a number of questions from McDonald and Woodburn's 
(1999) research, the study was not able to cover the whole areas that both of the 
aforementioned authors had investigated, due to the constraints of resources. Thus, 
there is the need for follow-up researches on this subject such as exchange of 
information, product/service and support complexity, etc. 
•	 Due to the relatively low response rates of this study (15% of the advertising 
agencies, 12% of the advertisers respectively), the author is less confident about the 
results. This study should be, therefore, read with great care. 
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•	 This study was not able to unearth the cause and effect of the relationship 
development between the advertising agencies and the advertisers due to the 
methodology chosen. Thus, in-depth qualitative researches on this subject are 
required to deal with the aforementioned points. 
Despite the aforementioned limitations, the study should be read as the threshold of 
examining the advertising agency-advertiser relationships in the context of KAM as 
this dissertation has produced several implications that may be useful for the effective 
management of advertising agency-advertiser relationships. 
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Appendix 1: The scoring 
1.1 The scoring process 
In the two on-line questionnaires employed in this study (See appendix 3), the 5-point Likert scale 
was mainly used as explained in Chapter three. 
It should be noted that, since this study adopted a number of questions [Question 2-8 (* Question 7 
was adapted for the context of the ad agency-advertiser relationship) and Question 9-14] from 
McDonald and Woodburn's (1999) study "KAM - Building on Supplier and Buyer Perspectives", 
the researcher also adopted their scoring processes that are shown below, with the aim of examining 
the similarities and/or dissimilarities between their results and the outcomes of this study. 
And finally, the two questionnaires were combined to examine the difference in the viewpoints 
between the advertisers and the advertising agencies. 
1.2 The level of contacts between the advertisers and the advertising agencies 
The scoring of Question 1 is shown below: 
• 4 point was given to the advertisers and/or the advertising agencies that marked all four contact 
points; 
• 3 point was given to the advertisers and/or the advertising agencies that marked three out of 
four contact points; 
• 2 point was given to the advertisers and/or the advertising agencies that marked two out of four 
contact points; 
• 1 point was given to the advertisers and/or the advertising agencies that marked one out of four 
contact points. 
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1.3 The stages of the relationships (Question 2-7) 
McDonald and Woodburn's (1999:121) scoring scheme was adopted as follows: 
Statement Scoring 
subject 1 2 3 4 5 
Mutual Strongly disagree Disagree Neither Agree Strongly agree 
dependency Basic Cooperative Cooperative Interdependent Integrated 
(Q 2) 
Competitor Strongly disagree Disagree Neither Agree Strongly agree 
monitoring Basic Cooperative Interdependent Integrated Integrated 
(Q 3) 
Attitude Strongly disagree Disagree Neither Agree Strongly agree 
(Q4) Basic Basic Cooperative Interdependent Integrated 
Long-term Strongly disagree Disagree Neither Agree Strongly agree 
Commitment Basic Cooperative Interdependent Interdependent Integrated 
(Q 5) 
Personal Strongly agree Agree Neither Disagree Strongly disagree 
relationships Basic Basic Interdependent Interdependent Integrated 
(Q 6) 
Cross-functional Strongly disagree Disagree Neither Agree Strongly agree 
teams Basic Basic Interdependent Interdependent Integrated 
(Q 7) 
Total score 6-9 15/16 22/23 29-30 
Range 6-11 12-18 19-25 26-30 
Title Basic Cooperative Interdependent Integrated 
1.4 The success of the ad agency-advertiser relationships (Question 9-14) 
McDonald and Woodburn's (1999:122) scoring scheme was also adopted as follows: 
Statement Scoring 
subject 1 2 3 4 5 
Financial Strongly disagree Disagree Neither Agree Strongly agree 
(Q 9) 
Operational Strongly disagree Disagree Neither Agree Strongly agree 
efficiency 
(Q 10) 
Strategic Strong ly agree Agree Neither Disagree Strongly disagree 
alignment 
(Q 11) 
Ease of doing Strongly agree Agree Neither Disagree Strongly disagree 
business (Q 12) 
Sustainability Strongly disagree Disagree Neither Agree Strongly agree 
(Q 13) 
Ultimate Strongly disagree Disagree Neither Agree Strongly agree 
judgment (Q 14) 
Total score 6 12 18 24 30 
Range 6-8 9-14 15-20 21-26 27-30 
Title Very poor Quite poor Neither poor Quite good Very good 
nor good 
92
 
1.5 The benefits of KAM (Question 18-19)
 
In the Question 18-19, Answers were also scored on a scale of 1 to 5:
 
1 point was given to the responses that were very negative to 'the benefit of KAM'
 
2 point was given to the responses that were quite negative to 'the benefit of KAM'
 
3 point was given to the responses that were neither positive nor negative to 'the benefit of KAM'
 
4 point was given to the responses that were quite positive to 'the benefit of KAM'
 
5 point was given to the responses that were very positive to 'the benefit of KAM' 
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Appendix 2: The Data summary 
Question 1-8 
Respondent number 
Ad agencies (n=38) Advertisers (n=31) Q1 Q2 Q3 Q4 Q5 Q6 Q7 Q8 
4 52 I 2 43 3 3 4 5 5 3 4 5 6 
2 2 
I I 
4 32 2 2 2 I 2 3 3 5 4 2 3 I 2 
3 3 3 32 2 I 2 I 2 3 4 4 2 2 
4 4 
3 3 3 
5 32 2 2 2 I 2 
5 5 
3 5 3 5 3 5 3 5 
4 32 2 2 I 2 4 42 4 3 4 3 3 5 
6 6 4 32 2 2 I 43 2 3 4 4 4 3 2 I 
3 42 3 2 2 2 2 4 4 4 5 3 4 I 2 
8 8 
7 7 
4 43 2 2 2 2 2 4 3 5 3 4 2 
9 9 
5 7 
453 2 2 2 2 4 5 4 4 4 
10 10 
3 5 5 5 
454 3 4 2 2 2 4 5 4 25 5 5 5 
3 32 2 2 I 2 3 4 4 I III II 2 3 3 3 
4 33 2 2 2 2 I 4 3 5 4 4 I 
13 13 
12 12 3 8 
3 4 42 2 2 2 3 I 4 3 4 2 
14 14 
3 3 5 
4 3 43 2 3 2 2 I 4 3 4 4 2 
15 15 
3 3 
3 32 2 4 42 2 2 2 4 3 3 3 2 2 
16 16 4 42 2 2 4 4 43 3 3 5 4 4 6 3 
17 17 4 32 2 2 2 4 42 3 3 3 3 4 2 2 
18 18 4 42 2 2 4 4 43 3 3 5 5 4 4 5 
19 19 454 4 2 2 4 5 43 3 5 5 5 II 5 
20 20 4 32 2 2 2 I 2 4 4 43 3 3 2 3 
21 21 4 32 2 2 2 I 4 5 4 4 43 3 I 2 
22 22 4 32 2 2 2 2 4 3 4 43 3 3 3 3 
23 23 3 32 2 I 2 I I 4 43 3 3 4 3 I 
4 32 2 2 I 4 4 424 24 3 2 3 5 4 2 3 
25 25 4 4I 2 4 4 42 3 2 3 5 3 4 I 
26 26 
5 
4 4I 4 42 2 2 I I 4 4 4 4 2 
27 27 
3 
4 32 2 2 2 I 3 5 4 43 5 3 2 I 
4 32 2 2 2 4 428 28 3 2 3 5 4 3 2 I 
32 42 4 2 4 I 5 3 5 5 4 I29 29 5 13 
42 2 2 2 I 4 3 5 4 430 30 3 3 4 12 2 
31 31 42 2 4 4 43 2 2 2 3 3 4 4 2 
32 
6 
42 2 5 5 4 4 
33 
3 
42 2 4 5 43 4 
34 3I 42 2 3 3 2 
35 32 2 42 3 3 3 
36 42 2 43 5 4 5 
37 32 2 2 43 3 I 
3 42 2 338 3 3 2 
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\ Question 9-19 ) 
Respondent number 
Ad azencles (n=38) Advertisers (n=31) Q9 Q 10 Ql1 Q12 Q13 Q14 Q IS Q16 Q17 Q18 Q19 
1 1 43 3 4 4 4 1 4 
2 2 
4 4 2 2 2 5 2 4 43 4 43 3 
33 4 4 3 2 2 1 2 3 4 4 
3 3 
4 3 3 3 3 2 6 54 3 
3 3 3 24 3 3 3 3 3 2 2 1 3 3 3 
4 4 
4 3 2 3 2 3 
2 14 4 3 4 3 3 2 7 2 4 44 3 4 3 2 2 4 3 
5 5 
3 
2 4 4 2 2 4 
6 6 
4 3 3 4 4 3 2 1 3 5 4 4 33 3 3 
3 43 3 3 4 3 2 2 1 2 3 2 
7 7 
4 3 3 3 2 5 33 3 
3 3 3 2 1 6 33 3 3 3 3 3 4 2 2 3 3 4 3 
8 8 
3 3 
3 3 24 3 4 3 3 2 1 5 3 4 4 4 
9 9 
3 3 3 3 3 3 3 
43 3 4 4 4 4 3 2 1 1 10 2 4 2 
10 10 
4 4 4 4 4 53 
44 4 5 4 2 44 4 3 4 2 1 3 3 2 3 2 34 3 3 
3 4 4 1 6 2 44 3 3 3 3 3 2 2 4 4 4 
12 12 
3 3 3 211 11 
4 1 4 
13 13 
3 3 3 4 3 2 3 2 5 3 33 3 3 3 3 3 43 
3 3 13 3 3 4 3 3 3 2 11 3 3 3 
14 14 
4 4 4 3 3 53 
3 24 3 3 3 3 2 14 4 3 4 
15 15 
4 3 3 3 3 4 3 2 3 5 
2 3 3 3 3 2 2 3 2 43 4 4 3 3 3 2 2 3 3 
16 16 
3 3 
2 4 3 4 4 2 3 2 4 
17 17 
4 4 4 3 3 3 2 2 5 3 3 44 
2 44 2 2 44 3 3 3 3 2 3 5 2 4 3 3 
18 18 
3 4 3 3 
2 4 4 2 6 2 43 3 3 3 4 4 3 1 1 3 4 4 
19 19 
3 3 3 
3 4 4 4 1 24 4 4 4 3 4 2 2 5 4 44 3 1 3 3 
20 20 3 4 4 4 1 4 
21 21 
3 2 3 4 5 2 4 44 3 3 3 3 33 3 
3 2 43 4 4 3 2 1 2 4 4 2 
22 22 
4 4 3 3 2 3 2 53 
42 3 3 3 1 8 2 4 4 
23 23 
3 3 2 3 3 3 3 2 2 3 43 
3 4 3 1 7 2 4 4 
24 24 
4 4 3 3 3 2 3 2 2 2 4 43 3 
3 4 3 14 4 3 3 3 3 3 2 10 3 4 3 4 3 
25 25 
4 3 33 
4 4 4 3 3 3 2 3 3 4 4 
26 26 
4 4 3 3 3 4 2 2 10 2 5 
3 3 4 3 9 2 44 4 4 3 4 3 3 3 3 2 2 3 4 4 
27 27 
3 
4 1 44 3 3 3 4 2 2 1 2 4 3 
28 28 
3 4 3 3 2 3 43 
43 4 2 1 4 4 
29 29 
4 3 3 3 3 2 5 3 4 33 4 3 3 3 
4 24 4 4 4 3 2 2 1 4 4 
30 30 
4 3 4 4 3 3 2 5 5 4 
4 4 1 23 2 4 3 4 2 2 5 4 43 3 4 3 3 2 4 3 
31 31 42 4 4 2 2 1 1 5 2 4 4 
32 
4 3 3 4 3 4 43 3 4 
2 44 3 3 4 4 2 3 1144 3 
33 4 2 54 3 3 4 2 3 4 
34 
3 
4 44 2 4 3 2 2 44 3 
35 23 4 3 2 4 44 4 3 3 
36 4 3 24 3 4 2 5 3 4 
37 
3 
4 2 5 43 3 3 14 3 3 
38 4 4 44 2 2 44 3 3 3 
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Appendix 3: The covering letter (1) 
Dear Sir/Madam 
Re: Dissertation - MBA in Marketing 
I am currently undertaking an MBA in marketing at Southampton Business School and 
on the final stage of the course and working on a dissertation at the moment. The topic I 
have chosen is Key Account Management (KAM) and I am investigating the following 
aspects of its use: 
1.	 The stages of the advertising agency-client relationship development. 
2.	 The perception of the success of the advertising agency-client relationships. 
3.	 The applicability of the benefits of Key Account Management to the advertising 
agency-client relationships. 
Given marketing communication environment is rapidly changing, it is critical 
important for both advertising agencies and clients to forge mutually beneficial long­
term relationships. In light of the above need, I am examining the advertising agency­
client relationships in the context of KAM in an endeavour to provide the better 
understanding of the nature of the advertising agency-client relationships. 
The information obtained from the attached on-line questionnaire will be of great 
importance to my dissertation. Your reply will be kept in strict confidence and 
individual companies will not be identified, but I will send you a copy of the report 
when my research is complete. So I suggest you keep a copy of your own response to 
compare with the final results in the report. 
I would be most grateful if you could complete the attached questionnaire and return it 
by email. 
Yours faithfully 
Sangwook Han 
Please download the attached questionnaire so that you can view and fill out in 
Microsoft Word. 
Would you be so kind as to forward this email to the relevant personnel if appropriate? 
(E.g. the head of account direction, client liaison & services, account 
management Department/marketing director or marketing communication 
director or corporate communication director) 
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The covering letter (2): the follow-up
 
Dear Sir / Madam 
I am writing to kindly remind you that I emailed you two weeks ago concerning the on­
line questionnaire on Key Account Management. 
While I acknowledge that this time of year is very busy with budgets and other things, 
the on-line questionnaire that I sent before may be valuable to your company, let alone 
myself. 
Given that developing mutually satisfactory advertising agency-client relationships is 
critical important to produce an effectual advertising, there is a strong need to have 
management tools for providing the better understanding of the nature of advertising 
agency-client relationship. 
Therefore, I planned to examine 'the applicability of Key Account Management to the 
advertising industry' in my MBA dissertation at Southampton Business School. 
As mentioned in the previous email, since the information obtained from the attached 
on-line questionnaire will be of great importance to my dissertation, I kindly request 
your response again and guarantee that your reply will be kept in strict confidence and 
individual companies will not be identified, but I will send you a copy of the report 
when my research is complete. So I suggest you keep a copy of your own response to 
compare with the final results in the report. 
I would be very grateful if you could complete the attached on-line questionnaire and 
send me back by email. 
Thank you for your kind attention. 
Yours faithfully 
Sangwook HAN 
If you have any enquiries, please contact me by email or call me on 0771 2318832. 
Please download the attached questionnaire so that you can view and fill out in 
Microsoft Word. 
Would you be so kind as to forward this email to the relevant personnel if appropriate? 
(E.g. the head of account direction, client liaison & services, account 
management Department/marketing director or marketing communication 
director or corporate communication director) 
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Appendix 4 
KEY ACCOUNT MANAGEMENT 
ON-LINE QUESTIONNAIRES 
QUESTIONNARE FOR ADVERTISING AGENCIES 
The following questionnaire seeks to assess the validity of KAM relationships between 
advertising agencies and clients. The questionnaire is based largely upon your company view 
of the relationships with your client. In return, you will receive a copy of the final report when 
I complete the dissertation. I suggest you keep a copy of your own response to compare with 
the results in the final report. All information will be treated in the strictest of confidence and 
no individual or company will be identifiable in the final report. I am very grateful for your 
cooperation. 
Please respond to the following questions by either marking (by clicking) the 
appropriate box (s) or by writing your answers in the space provided, which will 
expand automatically when you write your answer. 
You can change your answer by clicking the box again. 
W
w
About your most important clients 
1. Who do you have regular contact with in this client's company? Please tick one or 
more box (s). 
Marketing Director 
Finance Director 
Top-Management 
R&D Director 
Other (Please specify) [
D
D
D
D
D
] 
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LJ To what extent do you agree or disagree with the following statements, applied to 
your relationship with this client? 
2. "If either company (us or our client) ever wanted to end our relationship, both 
companies would find it difficult and complicated to exit." 
NeitherStrongly D StronglyD Agree D agree nor D Disagree D 
agree disagreedisagree 
3. "Our client still monitors competitors regularly to check up on our performance. " 
NeitherStrongly D StronglyD Agree D agree nor D Disagree D 
agree disagreedisagree 
4. " There is a real spirit of partnership between us and our client." 
NeitherStrongly D StronglyD Agree D agree nor D Disagree D 
agree disagreedisagree 
5. "We (us and our client) really care about the future of working relationship together." 
NeitherStrongly D StronglyD Agree D agree nor D Disagree Dagree disagreedisagree 
6. "We keep our relationships with the people in this client's company strictly on a 
business footing: we don't meet outside work." 
NeitherStrongly D StronglyD Agree D agree nor D Disagree Dagree disagreedisagree 
7. "Looking after our client's business is not just the responsibility of the account 
manager: both companies have set up cross-functional teams of people dedicated to 
meeting the client's marketing and/or communication needs." 
NeitherStrongly D StronglyD Agree D agree nor D Disagree Dagree disagreedisagree 
8. How long have you been dealing with this client? [ Years] 
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LI To what extent do you agree or disagree with the following statements, applied to 
your relationship with this client? 
9." We are very happy with the financial return we get on this client's business." 
NeitherStrongly D StronglyD Agree D agree nor D Disagree D 
agree disagreedisagree 
10. "Our operational processes (logistics of campaign development, payables and 
receivables, documentations, billing, schedules, contact reports, etc.) work 
seamlessly and cost-effectively with this client." 
NeitherStrongly D StronglyD Agree D agree nor D Disagree Dagree disagreedisagree 
11. "Our own strategic goals are very different from this client's strategic goals." 
NeitherStrongly D StronglyD Agree D agree nor D Disagree Dagree disagreedisagree 
12. " This client is rather inflexible and/or disorganised so it is not easy to do 
business with them." 
NeitherStrongly D StronglyD Agree D agree nor D Disagree Dagree disagreedisagree 
13. "Our relationship with this client must be one of the longest in the sector." 
NeitherStrongly D StronglyD Agree D agree nor D Disagree Dagree disagreedisagree 
14. "Our managing director (or equivalent) rates the business with this client as 
extremely successful and one of the most important to us strategically." 
NeitherStrongly D StronglyD Agree D agree nor D Disagree Dagree disagreedisagree 
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About your adverting agency 
15. Please indicate the approximate total billings of your agency?
 
Less than £5m D £5.1 -10m D £lO.I-100m D More than £100m D
 
16. Which of the following best describes your department in the agency? 
Account Direction D 
Client liaison/Services D 
Account management D 
General management D 
17. How many clients do you classify as key to your business? [ ] 
o For the following statements please mark the box that matches your view most closely. 
18. "We enjoy the benefit of resources availability through developing closer 
relationships with the above clients in Question 17." 
NeitherStrongly D StronglyD Agree D agree nor D Disagree D agree disagreedisagree 
19. "The above clients in Question 17 account for 80% of the total amount of our 
income." 
NeitherStrongly D StronglyD Agree D agree nor D Disagree Dagree disagreedisagree 
1& Income: the amount of money retained by your agency after paying all the expenses 
incurred on behalf of all your clients - media time and space, ad production, collateral 
printing etc. 
THANK YOU FOR YOUR HELP 
The information will be kept in confidence and only analysed result will be published. 
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KEY ACCOUNT MANAGEMENT 
ON-LINE QUESTIONNAIRES 
QUESTIONNARE FOR ADVERTISERS 
The following questionnaire seeks to assess the validity of KAM relationships between 
advertising agencies and clients. The questionnaire is based largely upon your company view 
of the relationships with your advertising agencies. In return, you will receive a copy of the 
final report when I complete the dissertation. I suggest you keep a copy of your own response 
to compare with the results in the final report. All information will be treated in the strictest of 
confidence and no individual or company will be identifiable in the final report. I am very 
grateful for your cooperation. 
Q" Please respond to the following questions by either marking (by clicking) the 
appropriate box (s) or by writing your answers in the space provided, which will 
expand automatically when you write your answer. 
Q" You can change your answer by clicking the box again. 
About your most important clients 
1. Who do you have regular contact with in this advertising agency? Please tick one or 
more box (s). 
Managing Director D 
The head of account direction or client liaison/services department D 
Account executive (agency's representative for your company) D 
Agency's dedicated team for your company (e.g. copy writer, art director, 
media planner etc.) D 
Other (Please specify) [ ] D 
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o To what extent do you agree or disagree with the following statements, applied to 
your relationship with this agency? 
2. "If either company (us or our agency) ever wanted to end our relationship, both 
companies would find it difficult and complicated to exit." 
NeitherStrongly D StronglyD Agree D agree nor D Disagree D 
agree disagreedisagree 
3. "We still monitor competitors regularly to check up on our agency's 
performance. " 
NeitherStrongly D StronglyD Agree D agree nor D Disagree D 
agree disagreedisagree 
4. "There is a real spirit of partnership between us and our agency." 
NeitherStrongly D StronglyD Agree D agree nor D Disagree Dagree disagreedisagree 
5. "We (us and our agency) really care about the future of working relationship 
together." 
NeitherStrongly D StronglyD Agree D agree nor D Disagree Dagree disagreedisagree 
6. "We keep our relationships with the people in our agency strictly on a business 
footing: we don't meet outside work." 
NeitherStrongly D StronglyD Agree D agree nor D Disagree Dagree disagreedisagree 
7. "Looking after our business is not just the responsibility of the account manager in 
the agency: both companies have set up cross-functional teams of people dedicated to 
meeting our company's marketing and/or communication needs." 
NeitherStrongly D StronglyD Agree D agree nor D Disagree Dagree disagreedisagree 
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8. How long have you been dealing with this advertising agency? [ Years] 
LJ To what extent do you agree or disagree with the following statements, applied to 
your relationship with this agency? 
9. "We are very happy with the value we get from this agency in financlal terms." 
NeitherStrongly D StronglyD Agree D agree nor D Disagree Dagree disagreedisagree 
10." Our operational processes (payables and receivables, documentations, contact 
reports, etc.) work seamlessly and cost-effectively with this agency." 
NeitherStrongly D StronglyD Agree D agree nor D Disagree Dagree disagreedisagree 
11. "Our own strategic goals are very different from this agency's strategic goals." 
NeitherStrongly D StronglyD Agree D agree nor D Disagree Dagree disagreedisagree 
12. " This agency is rather inflexible and/or disorganised so it is not easy to do business 
with them." 
NeitherStrongly D StronglyD Agree D agree nor D Disagree Dagree disagreedisagree 
13. " Our relationship with this client must be one of the longest in the sector." 
NeitherStrongly D StronglyD Agree D agree nor D Disagree Dagree disagreedisagree 
14. "Our managing director (or equivalent) rates the business with this client as 
extremely successful and one of the most important to us strategically." 
NeitherStrongly D StronglyD Agree D agree nor D Disagree Dagree disagreedisagree 
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About your company 
15. Please indicate the approximate total annual billings (advertising expenditure) in 
your company? 
Less than £5m D £5.1 -10m D £lO.1-100m D More than £lOOm D 
16. Which of the following best describes your department in the agency? 
Marketing D 
Corporate Communication D 
Marketing Communication D 
General management D 
17. How many marketing service agencies do you classify as key to your business? 
[ ] 
LJ For the following statements please mark the box that matches your view most closely. 
18. "We enjoy the benefit of resources availability through developing closer 
relationships with the above agencies in Question 17." 
NeitherStrongly D StronglyD Agree D agree nor D Disagree Dagree disagreedisagree 
19. "We are happy with the cost savings made by the joint new product development 
and/or the joint market/product exploitation with the above agencies in Question 17." 
NeitherStrongly D StronglyD Agree D agree nor D Disagree Dagree disagreedisagree 
THANK YOU FOR YOUR HELP
 
The information will be kept in confidence and only analysed result will be published.
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